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Vayor of The City of London and President of the British Direct Mail Advertising 
tion, Sir Frederick Rowland, greets DMAA President Harry Porter on his trip to England, 








TEST THESE 4 LARGE LISTS ON YOUR TERMS! 


Radio and Television Open Up 
Great New List Markets For Mail Selling 


ERE are four new list markets which the owner believes can 

be used effectively for direct mail selling. These people 
have qualified themselves by writing and mailing a letter with 
cash in response to a television or radio advertising offer. 
Mailings Incorporated has had no experience with these names. 
The quantity is large and growing. They represent an audience 
which buys the hard way. It is conceivable that being condi- 
tioned to buying by mail — they will respond to the ease and 
convenience of direct mail offers 


WHY THIS OFFER... 


Certainly it is to the owner's advantage and yours to experi- 
ment with this category. For mass mailers this special kind 
of promotion can produce substantial quantities of fresh new 
names fast, assuring a constant and ever-increasing list market. 


As list specialists we sponsor and cooperate in any activity 
that develops and expands list markets. Most of the radio and 
television names available in the past have been box-top 
premium names obtained from the promotion of nationally 
advertised products; others have been by-products of contests 
But these are buyers who responded to a straight merchandise 
offer sold on merit on a money-back guarantee, cash- 
with-order basis 


YOU BE THE JUDGE 


There are undoubtedly mail order products or services which 
do not lend themselves to this kind of name. There are other 
cases where the names should be very productive. We don’t 
know. Neither does the list owner. He does know that his 
“‘plastic’’ names have been tested and run through successfully 

—yet, he feels, as we do, that in marketing a relatively new 
product the gamble should not be one-sided. He doesn’t want 
you to take all the risk and all the gamble. He suggests that 
you test these names in modest quantities — 1000, 2000, or 
up to 5000 on each list. Neither does he want you to pay_the 
regular price for the test. It was our recommendation that he 
charge $7 per M on test lots. This seems fair, since the names 
must be individually type addressed. If the $7 per M test price 
seems too high — the list owner is willing to accept your 
terms or type the test quantities without charge — subject to 
his approval. You be the judge you name it. 


KITCHEN PLASTIC SET BUYERS #1019 
70,000 @ $13.50 per M 


These are buyers of a $1 plastic apron and bowl cover 
set offered on radio and television spot announcements 
in November and December 1949. All sent in cash 
with order. 


Enevelopes are type addressed — no selection by sex 
mostly women no geographical arrangement — 
empty envelopes will be returned. 100% guarantee. 


TOY BALLOON BUYERS #1020 
150,000 @ $13.50 per M 
These are buyers of children’s $1 toy balloons offered 
on radio and television spot announcements in De- 
cember 1949. Cash with order. 
Envelopes are type addressed —— no selection by sex — 
no geographical arrangement —- empty envelopes will 
be returned. 100% guarantee. 


HARMONICA BUYERS #1036 
125,000 (1950) @ $13.50 per M 

These are buyers of a harmonica, an instruction book- 

let, and an instruction gadget for $1 cash with order. 

Envelopes are type addressed — no selection by sex — 

no geographical arrangement — empty enevolpes re- 

turned — 100% guarantee. 
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ENTERTAINMENT BOOK BUYERS #1062 
90,000 @ $13.50 per M 

These are buyers of a $1 pass book entitling the pur- 
chaser to a 10% discount at various entertainment 
spots in New York (Steeplechase, Palisades Park, 
Palladium Ballroom, Arthur Murray Dance Studio, etc.) 
offered on radio and television spot announcements 
in 1949. 

Envelopes type addressed — no selection by sex — no 
geographical arrangement -—— empty envelopes returned 
— 100% guarantee. 
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INSTRUCTIONS FOR SHIPPING 


In placing any test orders, instructions are to be sent to 
Mailings Incorporated, and envelopes or material should be 
sent to Creative Mailing Service, 24 South Grove Street, 
Freeport, L. |., New York, for addressing. Tests will be typed 
and returned within seven days. Just clip and mail the coupon. 
Indicate test quantities desired on each list and specify the 
rental rate for the test quantities. 


MAILINGS Incorporated 


LEWIS KLEID, President 


Member: Direct Mail Advertising Association 
Mail Advertising Service Association 
Hundred Million Club 
Associated Third Class Mail Users 
National Council of Mailing List Brokers 


Bank: Bankers Trust Company, New York, N. Y. 

















. MAILINGS Incorporated > 
: 25 West 45th Street, New York 19, N. Y. ' 
I Please arrange for the addressing of the following quantities: § 
1 “t 
1 | shall pay at the rate of: $ per M. f 
y NAME. eet ' 
y COMPANY.......... i 
g ADDRESS.. t 
9 CHK... ZONE........... ea t 
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1. doesn’t happen often, but you can 
do that with CotitHo Plates. That gives 














you a good idea why they withstand so 
. . much ordinary handling, give such extra- 
Colitho ““Matched’’ Offset Supplies ordinary results and ate so many 
give you finer reproduction ) 
waste and save time. The copies you get 
are good right from the start. The special 
coating of CoxitHo Plates withstands 
erasures, rough handling, folding and 
aging. And no special training is needed 
to prepare Cot:THo Plates. Just write, 
draw, or type. Anyone can do it. 


Colitho Offset 
Master Plates 
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more copies. CoLiTHO Plates reduce paper 


0 


from our offset duplicating machine which contained the 
announcement of our new line of fall merchandise. And 
sure enough, not five minutes later the big boss was hollering 
for 200 extra copies for our Chicago distributor . . . 
quick, immediately, pronto, now! 


e | 
7Zs P W hata fix ® Someone threw away the master plates 


What could I lose besides my head ? I retrieved the plates 
from the trash basket, smoothed them out and ran 
off 200 of the most beautiful copies you ever saw. Golly, 
you could do that only with Colitho Offset 
Master Plates. 


Cou'tHo Plates can be used to prepare 
bulletins, letters, folders, and many 
other types of sales literature. You can 
incorporate them in your business sys- 
tems forms to get extra copies without 
transcription errors. COLITHO Plates may 
be used with all types of business writing 
machines. 

Convince yourself that CoLitHo Plates 
are as good as we say they are. We'll 
gladly send trial samples. Use the coupon 
below so that we can send the proper 
size and type of plate. 


COLUMBIA RIBBON & CARBON MFG. CO., INC. 
Main Office & Factory: 196 Herb Hill Road, Glen Cove, L. I., New York 
New York Sales and Export: 58-64 West 40th Street 
: Distributors in principal cities - Consult your local Telephone Classified Directory 


Branch Offices and 
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OFFSET MASTER PLATES 


Colitho Plates make any offset duplicator a better duplicator 
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= | COLUMBIA RIBBON & CARBON MFG. CO., Inc., 196 Herb Hill Road, Glen Cove, L. I., N.Y. | 
ibbons 
| Please send me samples of COLITHO Masters. | 
' | 
| Name. Title | 
Colitho Etch } Company | 
and Fountain 
Suhatiins | Address | 
Colitho Inks | City Zone. State. | 
Also Colitho Carbon Paper, Reservoir Make of duplicator. Model l 
Pens, Pencils, Erasers and Deletion Fluid , Siete aie Clamp Style | 























If he blots or can’t find a pen, he 
screams “T’hellwithit!” ... and you 
lose another order. But not with 
REPLY-O LETTER! REPLY-O LETTER 
carries your (already filled-in) reply 
card in an exclusive slip-out pocket. 
No signing—no blots—no pens. 

No wonder the largest users of 
direct mail say that their returns are 
incredibly high—their costs surpris- 
ingly low. Example: 

“In nine tests conducted during the past 


three years, REPLY-O LETTERS gaveus60% 


more returns than conventional letters." 


Harper’s Magazine 


Send for sample letters and free copy 
of “IT WAS ANSWERS HE WANTED.” 


USE THE 
REPLY-O 
LETTER 


Write t 
the REPLY-O 
PRODUCTS COMPANY 


150 WEST 22nd ST., NEW YORK 11 
Sales Offices 


BOSTON — CHICAGO — CLEVELAND 
DETROIT — TORONTO 





N 3 of a series of people YOU 
0. have on Your Mailing List. 
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of Direct Mal Advertising 


17 EAST 42nd ST.. NEW YORK 17. N. Y. MUrray Hill 2-7424 


Volume 13 Number 2 
The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, at 
So. Lancaster. Mass Subscription price is $6.00 a year Re-entered as second class matter at 
Post Office at So. Lancaster, Mass., under the act of March 3. 1897 Copyright, 1950, by Henry 
Hoke New York office: 17 East 42nd Street New York 17. N. Y¥ Telephone: MUrray 


Hill 2-7424 
HENRY HOKE, Editor and Publisher 
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M. L. STRUTZENBERG, Circulation Manager 
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ABOUT THE COVER... DMAA President Harry Porter spent most of the month of 
May in Europe. A busines trip for Harris-Seybold Company but he managed 
to make many contacts with direct mail friends over there. On May 8th, the 
British Direct Mail Advertising Association staged its largest meeting (so far) to 
welcome Harry. Presiding was B.D.M.A.A. President Sir Frederick Rowland, head 
of Linguaphone Institute and also Lord Mayor of London. As a special honor to a 
distinguished visitor, the Lord Mayor departed from tradition which rules that he 
must not wear official insignia at private functions. His ancient badge of office 
appears in the picture. In the background is the liveried Lord Mayer's personal 
attendant who follows him wherever he goes. By all reports it was quite a 
shindig. Kay Murphy, Chairman of the B.D.M.A.A. is returning the visit in October 
and will appear on the DMAA Convention program. Also outstanding was re- 
ception given to Harry by Fernand Hourez in Brussels but more about that 


in next issue 





June 1950 


There’s A Reason For Some of the 
Confusion About Direct Mail 9 


The Salesman’s Silent Partner ll 


Low Cost Campaign Gets: New Mailing Lists, 


Sells Product 14 
A Letter About Fund Raising 17 
Women Changed To Men... With Letters 20 
Playing Post Office 22 
One Advertising Man To Another 24 


Don’t Miss the Short Notes and Smaller Items on Other Pages 


OFFICIAL PUBLICATION DIRECT MAIL ADVERTISING ASSOCIATION 


The Reporter is independently owned and operated. But in addition to thousands of 
regular subsciibers, 1500 DMAA Members receive The Reporter as part of the asso- 
ciation service. A portion of their annual dues pays for the subscription 
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SHORT 


NOTES 


DEPARTMENT 


@ MAGIC TRICKS are now being sold 
by mail. We enjoyed reading through 
the 6” x 9” 96 page catalog issued by 
The Magician, 2463 Kensington Avenue, 
Philadelphia 25, Penna. Jammed full 
of parlor stunts for amateurs or pro- 
fessionals. Catalog priced at 25¢. 


— 
eee 


@ WHY SHOULD THERE BE two sep- 
arate advertising clubs in so many 
cities? That is the $64 question! Why 
should there be a division of sexes in 
this business of advertising? On May 
17th, this reporter travelled to Balti- 
more for a joint (once-a-year) meeting 
of the Men’s and Women’s Clubs. A 
sell-out affair. The women handled 
the publicity . . . and did a bang-up 
job. Why not ali year round? In every 
city where an actual consolidation has 
taken place, the resulting Club has 
been much stronger. Naturally so. 


— 
eed 


@ IT’S AN AMBITIOUS PROJECT the 
New York Association of Advertising 
Men are sponsoring for week of June 
12th to June 16th. President Henry 
Hoke, Jr. and Bill Nesbitt of Doug!as 
Leigh, Inc., developed the idea of in- 
viting the outstanding advertising stu- 
dents from forty-one colleges for a spe- 
cial “Inside Advertising” program. 

Alpha Delta Sigma Chapters (honor- 
ary advertising fraternity) are selecting 
the delegates who will be housed at 
the Vanderbilt . . . and taken through 
agencies, newspaper and printing 
plants, radio stations and all sorts of 
shindigs for their entertainment and in- 
formation. Week ends with a banquet 
at The Advertising Club. The lucky 
forty-one graduates are sure getting 
an amazing behind-the-scenes intro- 
duction into advertising. Should be a 
yearly event. 


| 
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@ INTERESTED IN PERFUMED INK? 
One trouble in early experiments was 
that available basic inks could not “ab- 
sorb” more than 10% of the essential 
perfumed oil. Sun Chemical Corpora- 
tion, 10th Street and 44th Avenue, Long 
Island City 1, N. Y. has developed a 
new ink which can carry up to 30% 
of essential oils . . . allowing better 
printing and more lasting scents. Not 


JUNE 1950 


necessary to use absorbent papers. You 
can get additional information from 
Miss H. Bettye Stout, advertising man- 
ager of Sun Chemical. 


JJ) 


@ IF REPRINTING OF DIRECTORY 
LISTS and/or catalog indexing causes 
headaches in your office . . . write to 
Remington Rand, Inc., 315 Fourth Av- 
enue, New York 10, N. Y. for new book- 
let identified as KD-499 and titled 
“Flexoprint.” Describes new method 
and equipment whereby listings are 
typed at top margin of special filing 
cards. When ready for printing. cards 
are locked in special page frame. over- 
lapped so that only top line on each 
is visible. Frames can be  photo- 
graphed for either offset or letterpress 
reproduction. In between printings, 
cards can be added to, corrected or 


deleted. Should have tremendous 
possibilities. 

rT) 
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@ ANOTHER ONE FOR THE BOOK. 
Herb Odza of Dunhill List Company, 
gets a lot of screwy requests for lists. 
Here’s the latest on stationery of a 
printer in St-Tite, Que., Canada: “Send 
me your catalog of your 1500 different 
categories. Have you one review with 
girls completely naked (seductive). 
Send me one sample. Returned pay- 
ment immediately.” 


JJJ 


@ “PRODUCTION IN ADVERTISING” 
is the name of a very worthwhile new 
book just issued by Colton Press, Inc., 
468 Fourth Avenue, New York 16, N. Y. 
Authored by David G. Hymes. Priced 
at $5.00. It’s a down-to-earth, practical 
guide book for students of advertising. 
magazine and newspaper journalism. 
publishing, printing and the Graphic 
Arts. Deserves a place in any direct 
mail library. 


ddd 


@ SOMETHING NEW in book merchan- 
dising is being tried by Stanley W. 
Heath, director of advertising for The 
Westminster Press, Witherspoon Build- 
ing, Philadelphia 7, Pennsylvania. He 
very kindly credits the idea to articles 
(Continued on page 6) 












FREE BOOKLET 
"Make the Look of 
Your Letter Command 
Respect.”” Write to- 
ay — use business 
letterhead, please. 





| Add’ LOOKS 
to your letter with 
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WATERMARKED 


by 
Fox River 


COTTON-FIBER BOND, ONION SKIN, LEDGER 


RRR re errr gee cane serena semen onemmnne 


They look when your letter has “looks”. 
Your words work harder when well 
framed on the clear, white surface of 
cotton-fiber paper by Fox River. 

It's the cotton-fiber that gives class — 
and to serve every business need, Fox 
River offers papers of varying cotton 
content with the exact per cent water- 
marked in every sheet. Check otal print- 
ing price with your printer — beautiful 
100% cotton-fiber Fox River letterheads 
and matching envelopes vs. paper you 
are now using. The small difference will 
amaze you. Samples with free Look book- 
let. Fox River PAPER CORPORATION, 
2021 Appleton Street, Appleton, Wis. 










see the 
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NAME OF QUALITY 
WATERMARKED IN EVERY SHEET 


~— 























Get Better Results 
Grom Letter Mailings 
To Your Prospects and Customers 


Use genuine individually typewritten 
letters produced on Hooven Automatic Typewriters 
to get the attention and action you desire. 


To get by all the barriers and get priority 
attention in the morning mail, use a genuine type- 
written letter--produced the Hooven way. 


To executives, to live prospects, to 
high income residential groups; in fact to any 
list where there is competition for attention, 
use the letter that commands attention and compels 
results--the individually typewritten Hoovenized 
letter. 


Added Features: Personalized body 
fill-in of names, city, money or what 
youneed. Carbon copies for files, 
follow-up or for salesmen or dealer. 


Find out for yourself how you can step up the 
effectiveness of your letters by using respense- 
compelling Hoovenized Letters. 


Phone me at LExington 2-6162 or write 
Horace H. Nahm 


HOOVEN LETTERS INC. 


352 FOURTH AVENUE, NEW YORK 10, N. Y. 
6 


The first (established 1917) 
and the largest plant in the 
world for the production of 
individually typewritten let- 
ters on Hooven Automatic 
Typewriters. 





Giri Operating a Battery 
of Hooven Automatic Typewriters 
at Hooven Letters. Inc 


Also Complete Letter Service — Multigraphing, Nahmco 
Process Letters, Addressing, Mailing, Photo-Offset, Addresso- 
graphing, Mimeographing, etc. 











which appeared in The Reporter. To 
publicize forthcoming book, “White 
Witch Doctor” by Louise A. Stinetorf, 
a handsome yellow portfolio is being 
mailed to key bookstore buyers and 
major newspaper book reviewers .. . 
timed to arrive about a week before 
salesmen call in person. Portfolio titled 
“Drums and a white woman.” Inside 
a page of explanation about author 
and story ... then a 12” phonograph 
record ... giving a dramatized excerpt 
fom the book. Skillfully handled. 
Should make a hit. 


| | 
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@ OUT IN CHICAGO ... we picked up 
a copy of a well done manual, “Direct 
Mail Selling for Insurance Producers”. 
48 pages, 6” x 9". Discovered it was 
produced by an Association as a Co- 
operative venture to help all members. 
Various individuals wrote different chap- 
ters but are not identified. The material 
is excellent. No wasted words. Single 
copies can be obtained from Insurance 
Advertising Conference, 5203 North 
Broad Street, Philadelphia 41, Pennsyl- 
vania for 50¢ each, and quantities of 100 
or more, 3l¢ each. 

Another excellent booklet plugging 
direct mail for insurance business has 
been issued by an individual company 
—the Maryland Casualty Company, 107 
William Street, New York 7, N.Y. It's 
entitled, “Let the Mailman be Your 
Salesman”. 81/." x 11” ... and just 
eight pages of good advice to insur- 
ance brokers. 


JJ) 


@ A. B. DICK COMPANY, manufac- 
turers of the mimeograph, have gone 
into the paper folding machine field. 
Have started manufacturing an office 





model in their new Niles, Illinois 13- 
acre plant. Will be distributed through 
the world-wide organization of Dick 
mimeograph dealers. 


— 
eee 


@ INTERESTING STORY in April Ist 
issue of Saturday Evening Post (page 
19) titled “How to Make Money Out of 
Nothing”. Tells how George Gebhardt 
in Muscatine, Iowa has built an enor- 
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mous business largely by direct mail, 
selling reprocessed and previously 
worthless old parts of clam shells. Makes 
them into feeds for poultry, insecticides 
and brightly colored chips for aquar- 
iums and house plants. Started as a 
very small on-a-shoe-string business 

. after former ventures turned out 
disastrously. 


eed 


@ FRED STONE will be remembered 
for a long time. Following his recent 
death, the New York Hundred Million 
Club decided to perpetuate his memory 
by establishing a Fred Stone Memorial 
Fund. Members have donated gener- 
ously to the starting fund ... but from 
now on there will be an extra charge 
each year on dues statements to keep 
it alive. The money will be used to 
carry on the work of the “Placement 
Committee”... helping people get jobs 
in direct mail or helping people find 
good direct mail technicians. Present 
trustees for the Fund are Robert Chase, 
Chairman; Willa Maddern, Walter 
Grueninger and Henry Hoke. 


— 
eed 


@ THE LIMA, OHIO ASSOCIATION OF 
COMMERCE put on a concentrated 
drive this year for additional member- 
ships. When the membership cards 
were sent to all old and new members 








they were enclosed in a clever folder 
designed to bring an added emphasis 
to the individual's membership and 
civic responsibility in the association. 
Inserted in die-cut at left are two minia- 
ture tickets to “Yours to Enjoy”. Open 
the two wing flaps and there is dark- 
ened picture of auditoriv Spotlight 
focussed on screen. Covering screen 
and held in die-cut slots is the new per- 
sonalized membership card. Copy in 
reverse on one side explains importance 
of membership activity. Well done. 
Thanks to D. G. Russell of the Superior 
Coach Corporation of Lima for telling 
us about it. 


eee 


@ MINIATURESQUE is the most ap- 
propriate name for new bimonthly house 
magazine being issued by Miniature 
Precision Bearings, Inc., Keene, New 
Hampshire, who make miniature ball 
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bearings (their weights measure in 
grams). Clever format is 3” x 4”... 
with eight pages of interesting editorial 
reading. Very little emphasis on ad- 
vertising. Goes to 12,000 professional 
engineers. You should have a copy 
for your idea file. 


JJ] 


@ AN ACE OF HEARTS is attached to 
a clever mailing being used by Loan 
and Financing Companies. Syndicated 
piece created and distributed by Dis- 
linctive Advertising Service, 304 Lyon 
Block Building, Albany, New York. 
Back of card is an invitation to use card 
in obtaining immediate cash loans. Ac- 
companying letter starts, “It's a wonder- 
ful feeling . . . to have an Ace in the 


Hole.” 
JJd 


@ MIDWAY FORD SALES, INC. at 3003 
East Michigan Avenue, Lansing, Michi- 
gan published a breezy little four page 
Varityper-set and offset house maga- 
zine to 6000 Ford owners in their trad- 
ing area. We've seen a lot of elaborate 
syndicated house magazines supplied 
to local automobile dealers, but this is 
first to reach our desk with purely local 
flavor. Maybe that obvious local flavor 
is responsible for the success which 
Mr. R. McMenamin of Midway reports. 


J7) 


@ VERY INTERESTING ... is the 32 
page and index-tabbed cover booklet 
sent to us by Frank Murphy of Gulf 
Publishing Company, 3301 Buffalo Drive, 
Houston 1, Texas. It’s a “Fact Book” 
about the Composite Catalog of oil field 
and pipeline equipment. It takes the 
unusual approach of talking to custom- 
ers rather than prospects. It’s a re- 
port of stewardship to the 498 manufac- 
turers who have their catalogs inserted 
in each issue. Copy gives excellent 
description of value of catalogs. May- 
be Frank could spare you a sample for 
your idea file. 


eed 


@ GOOD STRATEGY is used by the 
Toledo, Peoria & Western Railroad in 
its latest folder. Write to President J. 
Russell Coulter (main office, Peoria, JIl- 
inois) and get a copy .. . for a chuckle. 
This freight carrying railroad has had 
different names and different nicknames 
during its history. It's been called, 
“Tired, poor and weary”"—"“Two Pony 
and Wagon” —“Tip-Up” and other un- 
complimentary things. So the folder 
jokes about the history and the names. 
Said Mr. Coulter in sending it to us, 
“Humor about oneself is all too rare in 
business but we have the feeling that 
no one can laugh at you as long as you 
laugh with them.” 


(Continued on other pages) 





<i | = 
ee eo aioe 
CIRCULATION ASSOCIATES 
DOES SOME “SPADE-WORK” 


FOR THE F.W. DODGE CORP. 


The F. W. Dodge building-report service 
keeps architects, builders, material- 
dealers and contractors up-to-the-minute 
on the progress of construction work 
around the country... from the prelim- 
inary planning stage, through the 
letting of contracts and right on down 
to the actual completion of the project. 


Selling such a service calls for a moun- 
tain of “spade-work”... particularly in 
the maintenance of prospect files and 
the actual mailing of promotional ma- 
terial...for which the Dodge people 
rely heavily on Circulation Associates. 
In the words of Mr. H. G. Grasse... 
Dodge executive who is responsible for 
this operation: 


This letter is in appreciation of 
the completeness and accuracy 
with which you have serviced this 
account and particularly the ex- 
cellent manner in which you 
maintain our very important 
prospect file. 


The success of our advertising 
and promotion program depends, 
in large degree, upon your effi- 
cient service. Many thanks for 
your cooperation.” 


“Completeness and accuracy” are by- 
words in any operation of Circulation 
Associates, whether it is the building 
and maintenance of a list for the 
F. W. Dodge Corp., or any of the many 
other Direct-Mail operations... print- 
ing, processing, addressing and mailing 
... that we perform regularly for a 
large and impressive list of clients. 


The same completeness and accuracy, 
of course, are ready to be turned to 
your own profitable account whenever 
you say the word. Simply call COium- 
bus 5-3150 or write to the address below 
and learn how quickly and how econom- 
ically this organization’s vast facilities 
can be placed at your disposal. 


CIRCULATION ASSOCIATES 


Circulation Fulfillment * List Compilation And Main- 
tenance Stencil Cutting * Triple-Head Multigraphing 
+ Offset Lithography * Letter Press Printing * 

« Addressing * Mailing * Complete Mail Campaigns « 


1745 Broadway + NEW YORK 19, W. Y. 








Metal Clasp and 
Tension Tie 


















In these days of high salaries, your com- 
pany is looking for ways to save time in every 
possible operation. If you can conserve this 
costly time—and do the job even better 
than before — you're doubly interested. 


Specialized Tension Envelopes are actually 
saving millions of minutes for progressive, 
forward-iooking companies! They also pre- 
vent mistakes, cut postage costs, protect 
envelope contents and attract favorable at- 
tention. Perhaps you, too, would like to enjoy 
these advantages. 














Bonkers Flap 


Your Secretary 
will like 


"Envelope Know-How" 


by don herold 


This breezy, easy-to-read booklet 
presents new short-cuts to old prob- 
lems. It's fun to read—simple to 
follow. To get a copy for your 
Girl Friday: 

Write on your letterhead today to the 
Tension Envelope Factory nearest you, 
or your local sales representative. 


“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. @ St. Louis 10, Mo. 
Minneapolis 1, Minn. © Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 
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There’s a Reason for Some of the 


Confusion About Direct Mail 


Short Report by Henry Hoke 


From May 4th until May 12th, this 
reporter made his headquarters in the 
beautiful Stevens Hotel in Chicago. On 
five evenings, there were two-hour lec- 
tures to a lively group of business men 
and women who had been invited to 
participate by the Chicago Mail Adver- 
tising Service Association and the Chi- 
cago Direct Mail Club. The lectures 
were simply a highlighting of the ma- 
terial contained in my year-long cor- 
respondence course. Some who had 
already taken that course . . . came for 
a personal refresher. 

But the most interesting part of the 
Chicago experiment was . . . the per- 
sonal, private interviews with individ- 
ual members of the “class.” From ten in 
the morning until five P.M. each day 
(on an hourly schedule) I listened to 
problems, and read copy (with a blue 
pencil handy). 

The most amazing thing to me is 
the confusion which exists in the minds 
of even seasoned old-timers in this 
strange business of influencing people 
by mail. 

The basis of the confusion is . . 
lack of an intimate understanding 
about the basic uses of direct mail and 
the basic types of direct mail. 

There has been altogether too much 
bunk handed out in classrcoms and 
in books about so-called “tested meth- 
ods” . . . without defining exactly 
what uses or types are affected by the 
“methods” suggested. I ran into one 
fellow who carried in his pocket a long 
itemized list, showing the formats, 
styles, wording, etc. which “will work 
best.” But he didn’t realize that all 
these rules applied (with many excep- 
tions) to the mail order type of direct 
mail . . . not to other types. And 
sometimes not even to some types of 
mail order. 

So, in the clinics and in the personal 
interviews ...I tried to hammer home 
these simple facts. 


JUNE 1950 


1. There are four basic types of direct 
mail. Unless you understand them, 
you will be confused by all the 
hokum about testing and about 
tested methods. 

The types are: 

a. PERSUASIVE 
Where you want some immediate 

action. That’s where testing comes in. 

But many tests are unreliable. What 

works for one may not work for you. 

And a lot depends on what kind of 

action you want your persuasion to 

induce. 

b. INFORMATIVE 
The rules or methods for “persuasive 

direct mail” do not usually apply here. 

You are giving information which may 

eventually materialize in sales or future 

action, 

c. REMINDER 
In this type . . . you can usually 

throw most of the “tested methods” 

out of the window. 

d. UTILITY 
You use the format or style which 

best serves your purpose . . . and there 

cannot be any hard and fast rules. 
Once you get a clear cut understand- 
ing of these four basic types of direct 
mail . . . there will be less confusion 
and fewer mistakes. You won't be 
using a mail order style letter and en- 
closure when perhaps you need auto- 

matically typed personal letters, or a 

house magazine. 

2. The other point causing confusion 

is lack of understanding of the six 

basic uses or functions of direct mail. 
personal sales 


1. To create more effective 


contacts 


2. To bring the prospect to you 

3. To influence thinking of groups 

4. To take actual orders through the mail 

5. To secure action from the prospect by mail 


6. To carry on research and market surveys 


Each of these functions is different 
and requires different thinking and 


different treatment. How can anyone 
set up fixed rules, such as “a two page 
letter will pull better than a one page 
letter’ or “a paragraph in a second 
color will increase returns” when for 
the specific type or function you may 
not need immediate returns, or you 
may not need a selling letter. Even 
a simple postal card (dittoed instead of 
printed) may be psychologically correct. 


In other words .. . direct mail need 
not be confusing. In your thinking 
and planning decide definitely what 
“type” of direct mail you need and for 
what basic function. Then don’t let 
rules or tests developed for some en- 
tirely different type or function con- 
fuse you. Use plain ordinary common 
sense. 

The Chicago clinics and conferences 
were pleasant and inspiring. We'll 
probably repeat them next season in 
some other cities. The “professor” 
probably learned as much as, or more 
than the students. I sure heard about 
a lot of headaches . . . which cannot 
be revealed because of their confidential 
nature. Most of the headaches could 
be cured by the simple application of 
the two rules of thinking given here. 


* * * * * * 


Incidental observations: The only 
dark spot of the Chicago visit was 
getting mixed up in the railroad strike. 
The silliest strike ever pulled. And it 
did the Union cause no good 
judging by opinions of nearly everyone 
we bumped into in the mad scramble to 
make connections for other dates. We 
had an opportunity to see the jammed 
and clogged mail terminals in a number 
of cities. We saw what the strike did 
to the Baby Chick Hatcheries, for ex- 
ample, right at peak of their season, 
... being deprived of the necessary use 
of the mail. 

(Continued on page 10) 
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...is something we all desire but few 
succeed in attaining. Does your envelope have 
its rightful place in the sun? Is it dull and 
uninteresting or is it smart and colorful—so 
designed as to demana the attention 

so necessary to insure your proper percentage 
of mailing returns. Cupples “Personalized”’ 
envelopes command attention—they have 
‘that little extra that lends eye-appeal 

and attractiveness to your mailings. Call 
Cupples and permit us to offer the services of 
our Art Department—no obligation on your 
part. You owe it to yourself to give your 
envelope “a place in the sun,” 


upples 


envelope co.,ine. 
360: Furman Street + Brooklyn 2, New York 


SALES OFFICES + PHILADELPHIA * BOSTON * WASHINGTON 





I believe that no group of selfish peo 


ple should be allowed to interfere with 
the movement of the mail . . . or to 
interfere with the right of business peo- 
ple to travel. Collective bargaining with 
an employer is one thing . . . but 
high-handed black-jacking of the pub- 
lic is something else. Especially when 
it is designed to establish “feather- 
bedding” in an industry which is try 
ing to meet a new day by modernizing. 
Extra firemen is one thing a Diesel 
engine doesn’t need most. 

I hope someone will come up with 
a solution . . . whereby no one can 
tamper with or delay the mails. And 
that “no one” should include Unions. 

Which reminds us . . . no one has 
yet found a solution to “featherbed- 
ding” in the Graphic Arts business. 
\ disgrace. Did you know that pub- 
lishers are still required to set “bogus 
type” by union rules? A newspaper 
can run a local ad from a mat supplied 
by the advertiser. But the entire ad 
must later on be set, locked-up, proof 
read, corrected, OK'd and then dumped 
into the hell box. Imagine. . . in this 
day and age of trying to get things 
done faster and better. Such tactics, and 
others like them (featherbedding and 
slow down) have hurt the Graphic 
Arts industry. That's why Chicago 
and New York printers (particularly) 
are crying about the enormous amount 
of business disappearing from the big 
towns .. . transferred to more peaceful 
and sensible surroundings. 





@ HERE’S ANOTHER FOR THE BOOK. 
A prominent mail order promoter made 
a split mailing to test two prices (and 
free gift) offers. One “gave away” 
more than the other. Copy in both 
letters the same except for prominently 
displayed offer. But trouble was... 
the list got mixed up some way. Our 
eagle-eyed reporters received both of- 
fers in separate envelopes in the same 
mail. 


eed 

@ GIFT OF THE MONTH, Inc., incor- 
porated a neat new idea in its spring 
circular. All items described are given 
a code number, along with the price. 
Enclosed with circular is a gummed 
sheet of stamps. Each stamp has a 
code number and price, corresponding 
to article in circular. To make ordering 
simpler . . . all purchaser needs to do 
is tear off proper coded stamp (or 
stamps), attach to card or letterhead, 
sign name and address and mail, No- 
thing to describe. Very little possibility 
of error. 
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The Salesman’s 
Silent Partner 


by Seneca Gamble 





REPORTER’S NOTE: Seneca Gamble is ad- 
vertising manager of the Massachusetts Mu- 
tual Life Imsurance Company. Springiield. 
Massachusetts. On April 13th he lectured 
before the B Cc icati Confer- 
ence at Wayne University in Detroit. Some 
salesmen get the idea that direct mail is 
competitive to them. - may even displace 
them. So we are printing the highlights of 
Mr. Gamble’s talk for future guidance oi 
those who get involved in the salesmen vs. 
direct mail argument. 








More than 230 million dollars of 
life insurance has been sold by my 
company’s salesmen to prospects culti- 
vated with the help of direct mail. I 
submit this fact as evidence that direct 
mail is the salesman’s partner. 

Let’s begin by tuning our thoughts 
to the same wave length. In thinking 
of direct mail, we are considering all 
forms of advertising, sales promotion 
and public relations mailed by the mer- 
chandising organization to customers 
and prospects. 

Direct mail is not something separate 
and apart from salesmanship; it is sales- 
manship. It is not something separate 
and apart from advertising: it is ad- 
vertising. It is not in an experimental 
stage; it is a tested and proved powerful 
factor in merchandising ideas, products 
and services. Like most other adver- 
tising, it is long-distance salesmanship 
in that it is mailed to the potential 
buyer. 

There is this important distinction 
between direct mail and most other 
advertising media: it is sent to the po- 
tential customer as a selected individual, 
by name, rather than as an unidentified 
member of an enormous mass market. 
This distinction does not necessarily 
mean that direct mail is better or more 
productive than other advertising me- 
dia. It is not our purpose to compare 
the various channels of selling through 
advertising. There is abundant evi- 
dence that billions of dollars of products 
and services have been sold with the 
help of all forms of advertising. 

May all of us, specially we who are 
engaged in the production of adver- 
tising, remember that the results of 
advertising in any form depend largely, 
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if not entirely, upon the living sales- 
man. Whether he pounds the pavement 
in going to his market or stands behind 
the counter waiting for the walk-in 
customer, the American salesman is 
the most influential and vital factor in 
selling. It is he more than any other 
element in business who keeps the 
wheels of commerce turning. 

A good salesman plus the planned 
use of good advertising equals increased 
sales and richer commissions. 


Production 


Please imagine that you and I are 
seated around the conference table in 
the advertising department, planning 
our direct mail advertising. Through 
our research division we have gathered 
material produced by various com- 
panies, and we wish to review it in 
order to pick up good ideas and to 
avoid the use of whatever is not good. 

This stack of direct mail that I have 
here came to me in a period of only 
one week. It includes 43 separate mail- 
ings from 41 companies. There are 
3 pieces—3 separate mailings—from 
one of these companies. Do you think 
that I read all of this material? Of 
course not. A _ businessman cannot 
spare the time that would be required 
to read that much advertising in a 
week. What does this mean? It means 
that much of the material and the dol- 
lars that it cost is wasted. For our 
purposes today it means that the ad- 
vertising department must produce ma- 
terial which will get attention in the 
highly competitive battle for attention. 
It means that it is better to put across 
a single idea in a single mailing than 
to overload the envelope and give the 
mailing priority transportation to the 
wastebasket. To the advertising de- 
partment and to the salesman it em- 
phasizes the importance of selectivity, 
carefully choosing names for the mail- 
ing list. 

This material divides itself into two 
groups: good and not so good. We 
have separated it into ten classifications. 
Let’s take a quick look. 


Circulars: The first group includes 
circulars produced by — multigraph, 
mimeograph, and offset, all good pro- 
cesses when well used and well done. 

Printed—Black and White, Color: 
This lot shows printed matter in black 
and white and in color, all produced 
by letterpress. The use of color adds 
eye appeal, but it costs more, and the 
budget must, of course, be considered. 


Letters: These are letters, some per- 
sonalized and some not, some of them 
are mimeographed, some printed, and 
some individually typed. Here again, 
production costs cannot be overlooked. 
! am a firm believer in the effective- 
ness of good letters with eye appeal 
and attention value. The production 
process largely determines whether or 
not your letter will get attention. In 
our company, the direct mail letters 
are individually typed and pen-signed 
by hand. This costs money, but it also 
produces results. There are two schools 
of thought in the matter of using en- 
closures with letters. We believe that 
in general, the best results are obtained 
by omitting enclosures. 

Testimonials: This is an accumula- 
tion of testimonial material received 
from publishers, giving evidence of 
their circulation and readership. The 
effectiveness of testimonials is too well 
known for us to spend time discussing 
this phase of the subject. ‘ 

Novelty and Humor: Here we have 
novelty and humor pieces. In using 
this approach, we must, of course, make 
sure that our cleverness does not ob- 
scure the objective of the mailing. 

Sampling: Sampling of the product 
or service can, of course, be handled by 
direct mail in some lines of business. 
Here is a piece from a greeting card 
house giving a sample of the product 
and here we have samples of advertis- 
ing agency service to clients. 

Envelopes—Open Pieces: This next 
classification indicates that direct mail 
can go without envelopes, and shows 
how the address may be imprinted on 
open mailings. This type of piece cuts 
postage expense which many times is 
necessary. 

Dignity: Here we have a letter- 
folder from a Boston bank, illustrating 
that type of dignified conservatism 
which has a place and purpose in some 
kinds of business and for some classes 
of prospects. 

Art Economy: These two pieces 
which illustrate repetition of an idea 
show that money can be saved on art 
work by using the same illustration for 
more than a single mailing piece. In 


(Continued on page 12) 
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AND MONEY! 
TIE BUNDLES 
AND PACKAGES 
THE EASY WAY 

WITH THE FAMOUS 

SAXMAYER 

NO. 6 TYING 
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Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape, it ties all 
shapes and sizes of packages up 


to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there’s a SAXMAYER to meet 
your requirements. Write for il- 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in- 
dustries. 
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this case, the main art element was used 
on a four-page folder and later on an 
open card. 

Institutional: These two mailings 
are institutional in the nature of their 
themes, using Americanism as the at- 
tention magnet. This approach, when 
used with discretion, can be effective 
during these times. 

American salesmanship through ad- 
vertising has attracted world-wide at- 
tention, admiration and envy. It is not 
unusual for us to receive letters from in- 
surance people in various foreign 
countries, asking for copies of our direct 
mail material and information regard- 
ing its use and results. Many of those 
who write send some of their adver- 
tising pieces. I recently received this 
group of folders from a life insurance 
company in Tokyo. 


“Stuffers” and “Bait” 


Please, my friends, let’s give a one- 
way ticket to the limbo of the dead 
past to two words which have no help- 
ful place in advertising parlance. These 
words are “stuffers” and “bait.” Let's 
not refer to any of our advertising as 
“stuffers,” and in this connection, let’s 
not stuff our mailings so full that they 
travel like greased lightning into the 
wastebasket. And let’s stop referring 
to giveaway items as “bait.” Giveaway 
items are gifts, whether informative 
booklets, pencils or other items which 
are given without charge and without 
obligation. 


Salesman‘s Viewpoint 


Let’s turn the salesman’s spotlight 
on direct mail and look at this adver- 
tising through his eyes. He wants to 
know what advertising help his com- 
pany offers, and how it can help him 
make more sales to more people and 
earn more money for himself. For this 
part of our discussion, I invite you into 
the Massachusetts Mutual Life Insur- 
ance Company, not because our direct 
mail is superior to that of any other 
company, but because I am more fa- 
miliar with it. 

A Direct Mail Guidebook furnished 
to the salesman explains the easy-to- 
follow plan of procedure, gives him 
complete information on the cost, tells 
how he is identified by name, and 
samples all of the letters and printed 
pieces. The letters are typewritten in- 
dividually on engraved executive size 
stationery and are pen-signed by hand. 
We use the IBM electrical typewriter 
mounted on the Auto-typist base. The 
name of the salesman is included in 
each letter. With few exceptions, the 
letter does not carry an enclosure. With 


the printed pieces mailed without a 
letter, we enclose a name card which 
identifies the salesman. 

Our present direct mail _ service, 
started in 1933, has been instrumental! 
in cultivating more than $230,000,000 
in sales. It is strictly pre-approach. 
It offers no gift, and with few excep- 
tions does not ask for a reply. Its 
purpose is to pave the way for the 
salesman’s personal call, and the effec- 
tiveness depends largely upon the sales- 
man. 

We have found in our business, be- 
cause of the highly individual and per- 
sonal nature of life insurance, that the 
best results are obtained when each 
salesman selects the prospects he will 
call on, and the specific mailings he 
wishes each prospect to receive before 
his call. 


It is not unusual for the salesman to 
learn that the prospect is sincerely com- 
plimented by the mere fact of receiving 
one of our letters. 


And this prompts me to make one 
further comment at this point: the great 
American Public is schooled to expect 
better than ordinary salesmanship in 
conjunction with advertising. Don’t 
you expect a personal call from a sales- 
man after you have received a good 
piece of direct mail advertising? In 
other words, to send out advertising, 
and then fail to follow it up with per- 
sonal calls is becoming a boomerang 
in this day and age. 


Track To Run On 


Planned and persistent use of direct 
mail gives the salesman a track to run 
on, a schedule to run by, and a desti- 
nation to reach. It gives him a plan 
for knowing where to go, whom to see, 
and what to say. It saves the expense 
of lost motion. It reduces sales resist- 
ance by planting the seed thought in 
the prospect’s mind, to be cultivated by 
the salesman in his personal call. 


You who are salesmen on the firing 
line know what it means to have a 
door knob freeze in your hand. It 
freezes because of fear to make the 
approach. This fear is born of the lack 
of self-conhdence—lack of  self-conh- 
dence caused by lack of preparation. 
The use of direct mail builds self- 
confidence because it gives the salesman 
something to say in those first few vital 
seconds in the prospect’s presence. 
Reference to the direct mail affords an 
easy opener for the interview: “Mr. 
Jones, my company asked me to see 
you about a letter sent to you. Remem- 
er?—the Massachusetts Mutual Life 
asked you to accept a check for $200 
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every month of your life when you 
will wish to retire.” 

Please note that we do not suggest 
asking the prospect whether he received 
the letter. The statement that it was 
sent does not open the way for a 
negative reply; it calls for no comment. 

And our direct mail includes power 
phrases which the salesman can use 
as he proceeds with his interview: “The 
richest inheritance a father can leave 
to his children is their mother’s fudl- 
time loving care.” 


Various Purposes 

The use of direct mail is not re- 
stricted to the cultivation of new sales 
to new customers. It is used extensively 
in cultivating repeat sales to old cus- 
tomers. Along this line, my company 
uses premium notice and receipt en- 
closures calling attention to life insur- 
ance for various purposes and inviting 
the policyholder to fill out and return 
an inquiry form. 

Direct mail is used in distributing 
information among stockholders, di- 
rectors and customers. An illustration 
is our annual statement mailed to all 
policyholders. 

Direct mail is used to carry on a 
long-range program of familiarizing 
tomorrow's customers with our com- 
pany. I refer to our Ashlar Magazine 
—edited for boys 8 to 18 years old, 
published monthly, and mailed “on 
subscription”’—the subscribers _ being 
our sales representatives who select the 
boys to receive the magazine. This 
plan has been instrumental in selling 
more than 60 million dollars of life 
insurance. 

Many companies use direct mail for 
public relations and employee relations 
purposes. As an illustration, the Ra- 
diator, our company magazine, is dis- 
tributed among the personnel at head- 
quarters and throughout the field. 

Direct mail is used in merchandising 
direct mail and other forms of adver- 
tising to the sales force, as shown by 
our Advertising Courier which an- 
nounces and samples new material to 
our salesmen. 

We furnish a variety of advertising 
pieces which our field salesmen can 
mail from their own offices, or use in 
personal interviews. 


Summary 

Direct mail in use is salesmanship 
in action. It cannot substitute for the 
salesman, but it does supplement him. 
It is his silent working partner, silent 
because it demands only an _ inconse- 
auential part of his earnings. 

Direct mail must be good to be in- 
viting to the salesman. And, no matter 
how good it may be, its effectiveness 
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depends upon its being used and fol- 
lowed up by the salesman. Not even 
the best advertising can be productive 
while it accumulates dust in the stock- 
room. 

The production of d ect mail is the 
job of the advertising department. Its 
use is the job of the salesman. 

Be selective in compiling your mail- 
ing list. 

Don’t overload your mailings. 

Be careful, accurate and correct in 
the use of names and addresses. 


~ A good salesman plus the planned 
use of good direct mail equals more 
sales to more people and more commis- 
sion dollars for the salesman. 
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@ LUMINOUS PRINTING is certainly 
attractive. Fernand Houréz from Brus- 
sels sent us excellent specimen of a 
fashion folder. Hold it close to light, 
then take into dark room or hold under 
desk .. .the treated figures glow bright- 
ly. Understand it can be done in U.S.A. 
by a few specialists. Silk screen pro- 
cess. 
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Check these points 
and you will find it 


Get more value from your envelope dollars with U. S. E. 
Mono-Outlooks for these six reasons: 


They Appeal Because: 


]_ First impressions made with 
them are favorable. 


2 Printing impressions are 
excellent. 


3 They save time and money 
in mailings because one 
address does double-duty. 


4. Easiest to fill because noth- 
ing to catch on. Checks, 
bills, etc., glide into the en- 
velope over the one-piece 
window. 


5 Large mailings go out fast- 
er. No foul-up damage with 
inserting machines. 


6 Distinctive features assure 
repeat business. 





They Make Good Because: 


Clean, white paper with color- 
bordered permanently trans- 
parent window is distinctive 
and attractive. 

The envelope is printed in- 
side with opaque design for 
100% privacy. 

Quality is uniform and back- 
ed by U.S.E. Guarantee. 

Available everywhere in stan- 
dard sizes through your Printer 
or Paper Merchant. 


MONO-OUTLOOK’ Excelotes 


Products of 


woe. UNITED STATES ENVELOPE COMPANY 


Divisions from Coast to Coast 


k ~ SPRINGFIELD 2, MASSACHUSETTS 








E 1} THISISADMAA BESTOF INDUSTRY AWARD WINNER FOR 1949 


LOW-COST CAMPAIGN GETS NEW 
MAILING LISTS, SELLS PRODUCT! 


by James M. Stewart, Contributing Editor 


Just chicken feed! 

After you’ve read this article, you'll 
probably never again let that phrase 
slip off your tongue so lightly. I know 
/ never will . . . after investigating the 
direct mail doings of this month's 
DMAA Best of Industry winner. 

Yes, for June we're sending 
your way the direct mail story of the 
Spartan Grain and Mill, located in 
Spartanburg, South Carolina. Classi- 
hed in the contest under “Poultry and 
Animal Feeds.” 

It’s not a flossy job . . . consisting 
mostly of mimeographed letters. Nor 
an expensive campaign cost only 
$2284.37. Sut it did a grand job 

. as you'll see by the specific results 
below. 

Explaining the chick feed industry, 
Sales Promotion Manager A. Y. Napier 
says ... “The competitive situation in 
our industry is extremely keen. There 
has been a reduction in the farm in- 
come which has produced a “cheaper 
buying” habit on the part of the farmer. 
This is particularly true in regard to 
productive items such as fertilizer, 
feeds, etc. Feeds, like some of the 
other farm products, are sold partially 
on reputation, and partially on a good 
merchandising program. 

“In using direct mail, we have been 
trying to interest the dealer in doing 
a better selling job, and to reach as 
many of his prospects as economically 
as possible 

“As a regional manufacturer, our 
territory consists of the lower South- 
eastern section. In advertising to reach 
the consumer within our territory, we 
do not have any mass mediums that 
are sufficiently selective. For this basic 
reason, direct mail offers to us excellent 
means of hitting particular prospects 
within particular sales areas. 

The 1949 chick feed campaign had 
three main objectives: 

1) To build up mailing lists of cus- 
tomers and prospects in each specific 
dealer’s territory. 
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2) To acquaint new feeders and pros- 
pects with the advantages of feeding 
Sparticles. 

3) To give valuable information on 
the care of baby chicks. 

But now let’s spend a few minutes 
with the mailing pieces themselves. 
We're lucky, this month, to have an 
extremely accurate record of results, 
costs, etc. 

The first to be mailed was a simple 
mimeographed letter on the Spartan 
red and black letterhead. It was sent 
to 50 selected dealers and hatcheries 
who participated in a sampling plan 
(which offered free samples at the 
dealer’s store or hatchery with each 
purchase of baby chicks). 

The purpose of the letter was to 
get a mailing list of customers and 
prospects from the dealer to whom 
Spartan could mail a broadside offering 
a free sample to be picked up at the 
dealer’s store. 

Of the 50 to whom it was sent, 27 
responded . . . furnishing lists totalling 
4,645 names. Read the letter. 


Dear Mr. Dealer: 

All of us like new business. We like it 
because it means growth; growth in profits 
and tonnage. 

With this idea in mind, we designed the 
enclosed direct mail advertising piece. It is 
made to get new business for you through 
increased sales of Chick Starter Sparticles. 

You will like it because: 

Ist. It is to be sent out in your name. 

There is a blank space for printing your 

name and address. 

2nd. It will get poultrymen into your 

store. The coupon is good for a free 

sample of Sparticles provided the poultry- 
man brings the coupon to you. 

3rd. It has good sound sales appeal, telling 

the poultryman how Sparticles are easier 

to feed, cleaner, and save money by 
reducing feed waste. 

4th. This advertising will work well with 

our present sampling program. 

Sth. We will do all the work and pay 

for all the postage for the mailing. 

The only thing we need is a list of the 
names and addresses of the people you would 
like to receive the free offer. If we had 


your mailing list, we could send the offer 
out for you today. 

When you send us the list of names and 
addresses, don’t forget to tell us how many 
samples you need. Also, don’t forget to order 
Chick Starter Sparticles on your next order. 
It is mighty hard to sell something you 
don’t have in stock. 

Yours very truly, 

Spartan Grain and Mill Co. 
A. Y. Napier 

Sales Promotion Manager 

Another letter was sent at the same 
time to all the other store-owners (700 
of ‘em who don’t sell baby chicks). 
The same objective as the first. About 
9°, ... 64... responded with another 
valuable customer-prospect list num- 
bering 4,428 names and addresses. The 
average number of names of the 91 
combined lists was 100. 

The next step . . . was a letter of 
acknowledgement, along with a broad- 
side... “The Spartan Confinement 
Brooding Program” which was pre- 
pared to give poultrymen complete, 
concise information on the care, man- 
agement and feeding of baby chicks. 

Here’s the letter. 


Gentlemen: 

We were very pleased to get your excellent 
mailing list for the Sparticles sample program. 
The mailing pieces are being prepared with 
your name and address, and will be delivered 
to us soon, 

Your supply of samples are to be shipped 
to you immediately. As soon as we are sure 
that the samples have reached you, we will 
get out the mailing for you. 

The sample offer will be followed with a 
mailing of the enclosed broadside, entitled, 
“The Spartan Confinement Brooding Pro- 
gram.” We are sure that this mailing cam- 
paign will help you sell more Spartan Feeds. 

We sincerely appreciate your cooperation. 

Yours very truly, 

Spartan Grain & Mill Company 
A. Y. Napier 

Sales Promotion Manager 

Mr. Napier, in retrospect, has this 
to say with regard to this way of 
preparing lists. 

“There was, of course, a great deal 
of variation between the lists we re- 
ceived. It was expected that some 
dealers would be careless in giving us 
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addresses, and consequently there were 
some returns by the Post Office. On 
the whole, however, these lists were 
excellent. 

“In doing it over again, I believe 
that we should have emphasized the 
importance of correct addresses, and 
should have worked a little more with 
the salesmen in getting them to assist 
the dealers in preparing their lists. 
In other words, instead of depending 
upon direct mail primarily for getting 
the lists back to us, it would have 
been better also for the salesmen to 
personally contact each dealer to aid 
him in preparing his list.” 

To continue with the campaign 
the 842” x 11”, 2-color, 3-fold self- 
mailer with dealer imprint was sent 
to the 9,073 names . . . offering a free 
sample of Sparticles at the local store. 
Also to 4,587 RFD box holders. Cost 
of the mailing was $475 (about 3¢ 
per piece). 

Of course, since the local dealers 
gave away the one-pound samples no ex- 
act count could be taken. But 5,650 
boxes were distributed. Mr. Napier 
made personal checks and is quite cer- 
tain that about 90% of the samples were 
given in response to the direct mailing. 
Over a 30°% return! 

The same free offer was made to 
another list of 8,600 RFD box holders 

. but this time the recipient had to 
tear off a reply card-coupon from this 
broadside and send back to the manu- 
facturer. The purpose here was to in- 
crease mailing lists for dealers. 763 
mailed in the card .. . for a 9° return. 

Sales Promotion Manager Napier 
thinks .. .“A sampling program 
handled through the dealer is far su- 
perior to a sampling program handled 
from the main office, as it gives the 
dealer an opportunity to talk with the 
prospect personally and discuss any 
questions that may come up.” 

This follow-up letter was mailed 
to the respondents. 


Dear Friend: 


Thank you for your request for a free 
sample of Sparticles. We are sending this 
sample to you today. There is enclosed a 


folder describing the Chick Starter Sparticles. 
This folder outlines our suggestions for feed- 
ing Sparticles. 

When you get the sample, you will notice 
that Sparticles is an even-granulated feed, 
just the right size for baby chicks and grow- 
ing birds. Our own feeding and the feedings 
made by our customers, have shown that 
Sparticles have the following advantages: 
chicks 
than 


learn to 
mash. 


beginning, 
more readily 


1. From the 
eat Sparticles 
2. Chicks grow faster when fed Sparticles. 

of the convenient size, feed con- 


Because 
sumption is greater. 
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PHOTO SPEED PLASTIPLATE 


with 


A new and truly revolutionary photo-offset dupli- 


cating plate development by Remington Rand... 


Photospeed Plastiplates permit greater speed 
plate processing. 

Costly chemicals and time-consuming -handicaps 
are eliminated. There’s no developing ink or gum 
arabic... 
counter etching and whirling. Photospeed Plasti- 
plates combine greater speed, convenience, qual- 
ity long runs, more economy and ease of handling. 
There's no need to send out for plates and waste 
valuable time waiting for them. Now you can 
make photo-offset duplicating plates right in your 
own Office... 
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no mixing of chemicals...no pre-etching, 


ing. A time-saver ... 
priced .. 
ing costs in half. 


and make them faster! 
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produces photo-offset 
plates for office duplicat- 
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for the asking. Just phone 
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WHEN YOU WANT TO KNOW.. 


Give your important letters the distinction 
of Line Marque quality. It’s a paper that 
spells taste and distinction. Your printer will 
agree that for letters, your best paper is 


Exclusive design patterned 
after Italian handmade paper ~ 2 weights 
Excellent printing surface for die-stamping, 
lithography, gravure or letterpress 
i White and 3 pastel colors 
Envelopes in 6 sizes 
M 25% Rag 


Rising Line Marque 
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FEEDS AND SEALS all kinds of fold- 
ed material in a single operation. 
Completely automatic . . . operator 


Tapes 7200 ‘mailing pieces hourly! 
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HANDLES ALL KINDS of printed mat- 
ter in sizes (folded) from 3x3” to 6x 
13” (larger sizes quoted on inquiry). 
Tape sealing strip also holds reply 
cards or inserts 





“SCOTCH” is the registered trademark of M. M. & M. CO. —— 





merely keeps feeder hopper filled, 
presses start-stop button. Continu- 
ous high-speed output at low cost. 


Looking fora high-speed sealer 
for folders, double post cards, 
bulletins, andself-mailers? Here’s 
your machine! The “SCOTCH” 
Brand Automatic Mailing Piece 
Sealer cuts and applies a neat 
one-inch strip of pressure-sensi- 
tive tape to as many as 7200 
folded pieces per hour! Tape 
may be colored, transparent or 
printed, in widths from "to 14”. 

For demonstration or further 
details, write Dept. RD-65., 
Minnesota Mining & Mfg. Co., 
St. Paul 6, Minn 





3. There is less feed waste with Sparticles. 
Because of its even granular nature, therc 
is less pulled out of the feeders and less 
lost in the litter. 


4. With Sparticles there is more uniform 
development of the chicks. Each _particl< 
of Sparticles contains al/ of the nutrients 
chicks need. They get a balanced ration 
with every bite. 


Sparticles have many advantages for the 
poultry grower. Spartan Chick Starter, 
Spartan Grower and Developer (for older 
birds, after ten weeks of age), and Spar 
tan Broiler Ration . . . all are made in 
the Sparticle form. 


In feeding Sparticles and following our 
recommendations, you will find that: 


a. CHICKS TO BE _ RAISED AS 
LAYERS: Your birds will be larger, 
heavier, and will come into pro 
duction earlier than mash-fed birds. 

b. CHICKS TO BE RAISED AS 
BROILERS: Your broilers will be 
heavier and ready for market earlier 
than mash-fed birds. Your feed 
cost per pound of gain will be less, 
thus you will make more money 
per brood of broilers. 


If you need more information or service, 
please write to us. 
Yours very truly, 
SPARTAN GRAIN & MILL CO. 


A double post card was mailed 
another group of 9,270 rural box 
holders offering a free copy of “Spar- 
tan Confinement Brooding Program.” 
Again the idea was to increase dealer’s 
lists. A return of 6.6°4 was realized 
when 613 folks asked for the informa- 
tion. Cost of each card—3¢. Cost per 
return—4! ¢ 


Again . . . another follow-up letter 
was enclosed with the folder requested 

. only this time the letter refers the 
prospect to their own local dealer. 


A mailing to vocational agricultural 
teachers consisted of the “Brooding Pro 
gram” and a transmittal letter. The 
idea behind it was to introduce the pro- 
gram to the teachers for distributing 
useful information to agricultural stu- 
dents. Of 241 mailed, 20 replied 
(8.3°%) ... asking for 1135 extra copies 
for use in educational work. 


This campaign was certainly not all 

of the direct mail produced by Spartan 

as they sell other products than 

the Sparticles. But it’s the one which 
won the Best of Industry award. 


What does Spartan think of direct 
mail? The best answer lies in the fact 
that about 80°, of their advertising 
budget is laid away for this medium 
of reaching their customers and _pros- 
pects. 


That about rounds up this month's 
report . . . on chicken feed—see what 
I mean? 
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A Letter About 
Fund Raising 


by Matthew Adams 





REPORTER'S NOTE: This letter may be a 
little long . but it deserves a place in 
The Reporter. Matthew P. Adams is now 
located at 26 North Mentor Avenue, Pasa- 
dena 1, California. At one time he was with 
Children’s Aid Society of New York City. 
Moved to California to work with Children’s 
Home Society, and is now counsellor in Social 
Service activities. He liked Bill Proft’s article 
in the February Reporter but thinks 
we should go further. Everyone in direct 
mail should read this follow-up letter. You 
may not be actively engaged in social service 
or fund raising work, but you are bound 
to be related to it someway in your local 
community. And some of Matt Adams ideas 
can be applied to c t 





cial v So 
many mail users, for instance. waste money 
by treating all customers and prospects 
alike . . . whereas a clean cut division 
would show where to spend more and where 
to spend less. 

Let's have more reactions on this always 
important subject. 





Hi, Friend Hoke: 


Was very much interested in “So— 
You Want to Raise Money by Mail” 
by Wm. M. Proft in the February “Re- 
porter”. Such articles are not only of 
value to those working at Fund Raising 
by Direct Mail, as I am, but also to 
anyone selling ideas or trying to get 
others to take an interest in some wor- 
thy activity or cause. 

There is no magic in Direct Mail 
Solicitation. It does require, as the 
Author says, “Clear thinking and an 
active imagination, creative ability, and 
hard work”—just as in any other job 
that is worth doing. Wm. Proft could 
well have addei the wise words you 
(Henry Hoke) used in your “Course 
of Study in Direct Mail Advertising” 
in 1939: “Direct Mail isn’t really com- 
plicated. There are many ramifi- 
cations—but after all, it is just plain, 
ordinary common sense.” No truer 
words have ever been written. 

The Author makes many valuable 
suggestions, especially for those start- 
ing, that if an organization’s potential 
support is limited, it has to develop a 
wider field (try out many prospects), or 
bear down harder (would of necessity 
mean three or four appeals, with follow- 


JUNE 1950 


ups, in a year) for members and con- 
tributors, and more good prospects. 
Both need to be the universal practice 
to make Direct Mail Fund Raising 
most effective. 

The Author recognizes this as he 
speaks of the high cost of bring- 
ing prospects to the contributing stage. 
Remember the old mail order slogan, 
“The profit comes with the second 
sale.” This is why, on the books, the 
income from members and contributors 
should be separated from that of pros- 
pects. Expenses should be treated in 
the same way. Members and contri- 
butors may cost (expenses vs. income) 
ten to twenty per cent. Prospects often 
cost around one hundred per cent. 

This shows why if you have to make 
a united report on both solicitations, it 
is wise not to go too heavily after pros- 
pects. They increase the cost of the 
general solicitation, which does not 
please endorsing and licensing agencies. 

An equitable solution, and yet one 
helpful to the soliciting organization, 
is a budget division between (1) soli- 
citation of members and contributors, 
and (2) the cost of getting prospects 
to become contributors or members, 
—a part of which should be charged 

» “Public Relations”. 

In one organization the percentage of 
cost of solicitation of contributors and 
members to total income, over periods 
of five year intervals ran 23, 14, 9 and 
6 per cent. When the cost of turning 
prospects into new members was added, 
the cost percentage ran 59, 48, 22 and 
15. The percentage of total cost de- 
creased as fewer prospects were written, 
although the number of contributions 
did increase somewhat. 

Another organization solicited too 
many prospects compared with its con- 
tributors and members, sending a total 
of about 300,000 letters. There was a 
little over $30,000 in returns secured 
at a cost of about $20,000—a rather 
high amount even when both types of 
solicitation are combined, as they were 
in this case. 


The Author's statements were most 
excellent in regard to the four steps in 
Direct Mail Solicitation: (1) Lists (2) 
Copy (3) Layout, and (4) Testing. 
Perhaps he did not emphasize the last 
sufficiently. There might well have 
been included the great importance of 
evaluating testing and interpreting it 
correctly. Believe it or not, there ‘are 
thousands who never test and still 
others who after testing, never in- 
terpret at all, and many incorrectly. 
That’s where Henry Hoke’s “common 
sense” is needed. 


Need for Personalizing 


The Author did not mention to any 
great extent the personalizing of letters. 
Everyone knows that the time of the 
four line fill-in is past, but there are 
many other ways and less expensive 
ones by which a letter can be person- 
alized and so its pulling greatly in- 
creased. 

Undoubtedly the most important 
method of personalizing is to limit 
and segregate your lists so that partic- 
ular groups may be reached, such as 
the very wealthy, or the professional, 
or housewives, etc. When you do 
this, you are able to talk right to them 
in the letters. That’s what they like 
and that’s what they respond to. 

The Author did not mention the 
difference in the copy used in letters 
to prospects and to contributors or 
members. Always in letters to the lat- 
ter there should be some interpretation, 
but they do not need so very much, as 
they have already been “interpreted to” 
many times. Great care, however. 
should be taken that none of this group 
ever get a letter which is designed for 
prospects, because in their own letters 
there is always an expression of grati- 
tude for past help. 

Have heard of some unscrupulous 
people putting this in prospect letters, 
thinking that half of those who receive 
them would not remember whether 
they ever gave before or not. There 
is no question but what the result in 
income, however, suffers for people 
usually do remember. 

Letters of appeal going to prospects 
should make clear the real need of the 
organization and the efficient work it 
is doing. In the folder there should 
be a success story or two—kindly in- 
terpretative stories of the individual 
services the organization is doing. 
They are really “testimonials,” although 
professional social workers do not label 
them in this way. You know the value 
of testimonials. 

Letters to prospects must contain 
more of the emotional element than 


(Continued on page 18) 








COUPONS NOT ONLY | 
WAY TO MEASURE 
AD EFFECTIVENESS 


Typographical error becomes 


basis of a “readership survey” 


New York:—We've always won- 
dered what a doctor did when he 
woke with an ache here or there. Now 
we have a pretty good idea. After 
helping people avoid typographical 
errors in their printed material for 
more than thirty-one years, we wound 
up with one in this very column just 
a couple of weeks ago. 

All because we didn’t take the same 
medicine we prescribe regularly for) 
our clients . . . microscopically care- 
ful proofreading, checking and re- 
checking . . . right down to the last 
tiny period. Through the years, 
serving hundreds upon hundreds of 
large and small advertisers, we've 
made this pre-press scrutiny one of 
the extra James Gray services that 
benefit all our clients. And then 
we let a larger-than-life “typo” creep 
by in our own copy! 

Well, silver linings in every cloud, 
they say. We've learned since that 
a gratifyingly large number of people 
read these humble little jottings. 
Quite a few of them took a little time 
to add some nice words to their sharp- 
eved comments on the error that 
slipped into print. In reply, we're 
blushing from a combination of ego 
and embarrassment. 

The fact that we pay more atten- 
tion to our clients’ copy than to our 
own should be an ample hint for ad- 
vertising and sales promotion man- 
agers. If you want your copy turned 
into finely-executed printed materials 
for selling and sales promotion, you'll 
be wise to call on James Gray, Inc. 
You'll get an expertly blended com- 
bination of experience and enthusi- 
asm that results in your complete 
satisfaction in lithography, letterpress 
printing and lettercrafting. 

Whatever your requirements may 
be... dealer help campaigns, printed | 
sales promotion, direct advertising, 
sales catalogs, displays, sales manuals | 

for efficient service and precise 
attention to detail, call James Gray, | 
Inc., 216 East 45th Street, New York | 
17, N. Y.—MUrray Hill 2-9000. Ask | 
for Mack Beresford, veep in charge of | 
sales. 
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those going to members or contributors. 
The latter have had their attention at- 
tracted to the organization, their in- 
terest has been aroused, they know the 
need. All this is virgin soil with the 
prospect. To have them terminate as 
contributors you have to bear down (as 
the Author says) on them a bit strong- 
er. The strength with which you 
arouse their attention and interest 
must be greater. Your interpretation 
must be more extensive. This is 
sometimes why a two page letter goes 
over best with prospects. 


Old Formula Best 


No letter of solicitation should ever 
go out that doesn’t have a well written 
hand written signature. A_ scratched 
signature that is hard to read doesn’t 
impress the recipient with the fact that 
you are showing him much attention 
and that you will value a contribution. 
Most mimeographed signatures and 
those from plates are easily discernible 
as such. How much better for the writer 
of the letters to sign them himself, or 
hire someone to copy his signature. 
It costs money, but pays for itself many 
times over in returns, and makes friends 
for the organization. 


The processing of the letter should 
be neat, as the Author said. A stencil 
or plate cut on an electric typewriter 
and run with care by the operator, will 
produce a letter that will command 
attention and respect, even if it has 
“Dear Friend” at the top, although one 
can usually think up a good attention 
getting running headline that will be 
better. 


Another element that brings in 
money is to have color somewhere in 
the mailing. The best place is on the 
donation slip or folder. 

No mailing is ever complete unless 
it consists of a letter, a four-six page 
folder, a return donation slip (or better 
yet, a cardboard folder for check or 
cash), a return envelope, and of course, 
the outside envelope. 


Some may wonder why it is sug- 
gested that the return donation card 
should be in the form of a folder. You 
can multiply your returns many times 
by having the return folder of four 
pages and of light card stock on which 
there can be printed suitable interpret- 
ative and encouraging (for a donation) 
material. The reason for the stock 
suggested is that many sending a gift 
in the form of money are afraid that 
postal clerks (and it has happened) 
will discover the money in the envelope. 


This is also a reason for using a colored, 
heavy return envelope. It is also wise 
to have the return folder of the right 
size to enclose a bill without folding. 
Once you can convince your donors 
that it is safe to send money, you are 
really making it easy for them to reply. 


Dress For The Occasion 


Great care should be taken that the 
general appearance of the mailing is 
suitable. You don’t want the letter 
and contents to be in the “ermine class,” 
for your prospects will have the feeling 
that you have enough funds already. 
On the other hand, if your paper is 
too cheap, the work is done slovenly, 
and the pictures are not clear, they will 
feel that you are not doing very well, 
and will not have much confidence in 
your organization. It is always best in 
a mailing of five thousand or under to 
have the letter processed by mimeo- 
graphing. When you run above that 
amount, it is more practical to have the 
letter multigraphed. 


It is difficult to get letters printed 
well in imitation typewriter type, 
although it may be advantageous as the 
letterhead can be done at the same time, 
but printing takes away from the per- 
sonalizing. If you can get as good 
work done by any offset process that, 
of course, is an answer, but you had 
better be careful if using pictures to be 
sure they come out clearly. It makes a 
big difference in the returns. 


When To Use Stamps 


Selections of postage is another way 
of personalizing your mailing. The use 
of first class commemorative postage 
stamps inside and out is one way of 
showing that you are a friendly soul 
and have confidence in their ability and 
willingness to be generous in giving. 
Some will say you are taking advan- 
tage of such people because you leave 
them with a three cent stamp if they 
do not contribute. Imagine their em- 
barrassment! They have to send you 
something, to be 100°, honest—even 
if they are legally not dishonest in us- 
ing the stamp for their own mail. 
Such stamped mailings should be used 
only for subscribers of large sums, or 
for potentially large donors. 


A compromise is effected in the case 
of members, donors and _ prospects 
when you send a business reply en- 
velope. It hasn’t quite the pulling 
power of a stamped return. Either it 
or the stamped return is especially de- 
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sirable for use in groups you are “woo- 
ing” particularly. 

A close enough check should be kept 
on all returns so that if a contributor 
suggests wanting a certain type of re- 
turn envelope, be sure he receives it. 
This can be done by placing the card, 
stencil or address plate in a special file. 
Some, because of large gifts, should 
always get a personally typed letter, or 
an outside envelope with no corner 
card, or a return envelope without their 
return on it, or a hand written address 
on the outside and return envelopes. 
One should give them whatever they 
wish. It pays. They are really one of 
your organization’s family. It requires 
some extra work but it is well worth it. 
People like to be “made of”. 

The whole field of Direct Mail 
Solicitation for social welfare, health, 
religious and other organizations is a 
very broad and complicated one. It 
is not as easy as mail order selling or 
direct mail advertising. In these you 
offer something for sale. The people 
give you money and you send them 
the material thing. 

In the case of social service organi- 
zations, you interpret, emotionalize and 
appeal. Your organization receives a 
gift and the donor receives nothing 
materially, but there has been estab- 
lished in the intelligence and emotion 
an ethical feeling of having done good, 
of having acted as others have, and 
done what their parents and friends 
would approve of. Then there has 
been a recompense far greater than 
any material thing which might have 
been given them. You can explain it 
delicately in the acknowledgement let- 
ter which goes with the receipt. 


This is why organizations across the 





country have been able to maintain 
their needed welfare services for the 
underprivileged and helpless. They 
take on a great responsibility, first in 
accepting the good will offerings, and 
second, in being sure to follow out as 
carefully and completely as they can 
their promises to those who have given. 
A part of their responsibility is in their 
duty to so organize themselves that 
they may function properly, and 
through their efficiency win the good 
will of the general public. 

This means they should conform to 
the standards set up by various social 
service information boards or bureaus. 
These are sometimes called Citizens 
Appeal Review Boards or Contributors 
Information Bureaus. There is a 
National Information Bureau at 205 
E. 42nd Street, New York 17, N. Y. 
Information in regard to any organi- 
zation can usually be secured by calling 
up the Council of Social Agencies, the 
Community Chest, the Better Business 
Bureau or the Chamber of Commerce. 

No agency is safe from criticism that 
does not follow in general the accepted 
rules and regulations to which all well 
organized agencies attempt to conform. 
Briefly stated these are as follows: 


(1) An active and responsible governing 
board. 

(2) A definite needed purpose with no 
avoidable duplications. 

(3) Reasonable efficiency in conduct of 

their service work. 


(4) No solicitors on commission. 

(5) No use of sending articles for sale and 
asking “remit or return” method of 
raising money. 

(6) No money raising entertainments where 
costs exceed 40%. 

(7) Ethical methods of publicity and_ soli- 
citation. 


SINC 


(8) Consultation and cooperation with other 


local welfare agencies. 


~ 


(9) Complete annual audit by independent 
certified public accountant. 
(10) Itemized and classified annual budget. 


(11) No telephone solicitation. 


Nothing unreasonable in these _re- 
quirements. As a matter of fact it’s 
advantageous for any organization to 
conform to them without being forced 
to do so. It can be used as good 
publicity. 

I am more convinced than ever 
that rightly applied, Direct Mail Fund 
Raising is the answer needed for the 
welfare and growth of all new social 
welfare endeavors and the rejuvenation 
of older ones. 





@ USE GADGETS? Write to Hewig 
Company, 45 West 45th Street, New 
York 19, N.Y. and ask for their very 
helpful “Cartoon Tie-in Catalog”. Pages 
are printed one side only. Show about 
eighty illustrations which can be off- 
set on letterhead and used with the 
suggested plastic, felt or metal tip-on 
gadget. The catalog itself is a clever 
merchandising job. Merchandising gad- 
gets, that is. 
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@ THE LEVER STANDARD, internal 
monthly magazine which goes to the 
7000 employees of Lever Brothers Com- 
pany, New York, received for the second 
consecutive year the “Highest Award” 
in the International Industrial Publica- 
tion Contest. Presentation was made 
in Pittsburgh on May 12th where the In- 
ternational Council of Industrial Editors 
held its three day annual convention. 
Contest drew nearly 600 entries. 








— 1872 
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460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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How Many DUDS 
Can You Afford? 


M ailers are getting more and 

more finicky about the mail- 
ing lists they rent. Their budgets 
for mail-selling promotions are 
tighter. They're looking for fatter 
returns from test mailings—doing 
more shopping around among 
list brokers 


e think it's a good thing. Our 

business always seems to 
perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
names, in the lists we recommend 
It makes us gluttons for work, to 
be sure. But we're happy enough 
with the customer's payoff. How 
about you? 


rite on your business letter 

head for our descriptive folder 
“WHICH WILL YOU HAVE- 

NAMES OR PEOPLE?’ 


~ 


Women Changed to 
Men ... with Letters 


by ‘ohn Patafio, Jr. 





REPORTER'S NOTE: Here's an interesting re- 
port about the power of letters, told by the 
eggressive young fellow who is making it 
possib’e for his father to take more time off 
from his arduous duties in operating the 
Ambassador Letter Service Company. 11-13 
Stone Street. New York 4. John Jr., incident- 
ally. will help entertain the “second genera- 
tion’’ delegates at the DMAA Convention next 
October, 

























SPECIAL LIST BUREAU 
DIVISION of DICKIE-RAYMOND 
80 BROAD STREET. BOSTON 10 


Sounds like an ad for Houdini . 
but it is a Direct Mail story! Like 
Houdini, if you take a relatively simple 
idea—add a few tricks of the trade— 
and spice it with a little human psy- 
chelogy, you can make Direct Mail 
work like magic. 

How did letters change women to 
men? ... It all started five years ago. 













The Hotel Pierre in New York, sur- 

























































PUNCHES sheets and covers of any size 
| or weight, quickly, accurately 
BINDS up to 250 books an hour with 


colorful GBC plastic bindings 


O PLASTIC BINDING 
this low cost way 


right in your own shop 


You can profitably bind dupli- 
cated... printed ...loos2 material 
of all kinds with sparkling plas- 
tic binding. Complete equipment 
cests no more than a typewriter. 
Binds up to 250 books per hour 
...for only a few cents each. 
Try this easy-to-use equipment 

absolutely no financial risk. 


= 


RL. SPECIAL TRIAL OFFER 
Send today for information 
and 2 handy pocket memo 
books bound on this equip- 
b ment. No obligation. 






eeescces 


General Binding Corporation 


808 W. Belmont Ave., Dept. 
Chicago 12, lil. 


Nn rounded by half a dozen of New York’s 

finest hotels, in spite of rationing and 
sky-high labor costs, decided to open 
a new dining room. 

An advance letter was sent to pros- 
pects within their immediate vicinity, 
followed up by another announcing 
the opening date. The room was an 





immediate success. 

Buc the Promotion Manager had a 
problem with the Pierre Grill. Al- 
though the room was full for luncheon 
every day, it was not showing a proft. 
With a little investigation they had dis- 
covered the reason ... 82 of the 
patrons were women and only 18 
were men! 

It seems that when women eat lunch, 
they drink little and linger long. Re- 
sult—slow turnover and small liquor 
sales . . . the only profitable item in a 
restaurant. 

The solution was simple . . . get more 
businessmen for luncheon. That sim- 
ple idea was the base for our Houdini 
magic in Direct Mail. 

Getting the businessmen was another 
story, and presented a problem that 
had to be solved before any letters could 
be sent out. 





Businessmen prefer a restaurant for 
men only, or at least one used pre- 
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dominantly by men. The Hotel did 
not want to exclude women entirely 
from the room at luncheon. They 
were a good market for cocktail hour 
and for dinner. Excluding them might 
jeopardize this business. 

What the Pierre did was to reserve 
a number of tables for men. . . a trick 
of the hotel trade, and a sales story 
for the promotion. 

Their market was then broken down 
into two groups. First, a selection was 
made of 800 top executives in the neigh- 
borhood to promote everyday luncheon 
business. Second, another list was made 
up of sales executives within a four 
mile radius. This second list was used 
to promote what we called “special 
occasion” luncheon business . . . now 
we had added a trick of the Direct 
Mail trade. 

Before the plan was ready to execute, 
it was spiced with a little human psy- 
chology. 

Executives are very busy people. 
They receive much mail every morning, 
and can spot form letters. We wanted 
each one to read the letter, not just 
pass it on to the circular file. 

Executives are human . . . their ego 
is inflated when they are addressed by 
name, each recognized as an individual 
and not just one of a crowd. 

Executives again being human 
like to be personally invited by another 
important person. 

Executives are also very jealous of 
their titles . . . they love to see them 
in print. 

Last but not least, the Hotel Pierre 
is the mecca of hoteldom. The physical 
appearance of the letter had to convey 
that impression. 

Human psychology does one very 
important thing toward a_ successful 
mailing. It conditions the mind of 
the recipient to a positive, receptive 
mood before he starts to read the sales 
message. Then the battle is half won. 

The following letter . each copy 
produced by automatic typewriter on 
beautifully engraved stationery, signed 
with pen and ink, . . . was sent to the 
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business executives in the neighbor- 
hood: 


Mr. John Jones, President 
John Jones Corporation 
120 East 57th Street 
New York, N. me 

Dear Mr. Jones: 

One of the reasons for building the new 
air conditioned Pierre Grill was to provide 
ou and other businessmen in this area with 
a pleasant place to have lunch. 

To further this end, we have now set 
aside a number of tables for your use. In 
other words, while the room will not be 
entirely stag, only men may reserve these 
tables; thus, if you call Louis Gatti (who is 
in charge), even at the last moment, he will 
almost invariably be able to accommodate 


you, 

For your information, we are attaching a 
typical menu. The phone number, REgent 
41-5900. 


Sincerely yours, 
(signed) Hugo Manche, 
Promotion Manager. 


The second letter, again highly per- 
sonalized with a body fill-in was sent 
to the list of sales executives within a 
four mile radius. It read as follows: 


Mr. Walter P. Smith, General Sales Manager 
Business Machines Corporation 

110 East 42nd Street 

New York, N.Y. 

Dear Mr. Smith: 

It probably seems that the Pierre Grill is 
a little far from 42nd Street, and I appreciate 
that as a regular thing it would not be prac- 
tical to come here. 

However, from time to time you _ have 
occasion to entertain people for lunch or 
dinner. At the Pierre you will find just the 
kind of food and unobtrusive service which 
are so conducive to pleasant conversation. 

Whenever you wish to make a table reserv 
ation, call Mr. Louis Gatti (who is in charge). 
Even at the last minute, he will almost invari- 
ably be able to accommodate you—The phone 
number is REgent 4-5900 

Sincerely yours, 
(signed) Hugo Manche, 


Promotion Manager 


How did these letters work? In 
three months the patronage was 
changed to 55°, men and 45°, women. 
Two letters a year have maintained that 
proportion ever since. 

Women changed to men. . . with 
letters. Magic—I don’t think so. 





@ WHAT'S THIS? In reporting on the 
adve:t'sing expenditures of William H. 
Wise & Company ... Advertising Age 
breaks down the two million dollar 
annual budget into $750,000 for news- 
paper and magazine space, $500,000 
for radio and “the remainder” for “mis- 
cellaneous”. It turns out that the mis- 
cellaneous is for direct mail, for direct 
selling and dealer merchandising. Why 
list direct mail as miscellaneous? It's 
just direct mail, isn’t it? 
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New...Low Cost... 


wilh: Space- Saving Design! 





Increase Your Direct Mail 

Response 300-500% 
Now —all offices . . . small as well as 
large .. . can put Auto-typist’s speed, 
efficiency and economy to good use. 
Model 5100 puts “wings” on your rou- 
tine correspondence . . . with individ- 
ually typed letters costing as little as 
Nothing Pulls Like an 3c each. 

Individually Typed Letter ' 

Auto-typist is lightning fast, can turn 
out as many as 100 letters per day. 
Makes any electric typewriter an auto- Wri, 
matic operation, and typewriter is free & 
to use manually at any time. Permits 


manual fill-ins ... trouble-free, simple E 
to operate. [ng 8 
Somp Yiuey, 
“Fp, 


%y 


AMERICAN AUTOMATIC TYPEWRITER CO. 
Dept. 26 614 N. Carpenter St. @ Chicago 22, Illinois 


Please send me your free Bulletin on Auto-typist 5100, and sample letter. 





Name. 


Firm 





Address 





City Zone State 





SEND VALUABLE COUPON TODAY! 











WANTED: 
200 NEW 
RESPONSIVE 
MAIL BUYER 
LISTS 


to be registered NOW 

for ONE-TIME 

RENTAL ADDRESSING for 
LARGE-VOLUME MOSELY MAIL 
ORDER CLIENTS to 
INCREASE 

PROFITS 


This Summer and Fall 





REGISTER AT ONCE EXCLUSIVELY 
with Dept. RE-5 
MOSELY SELECTIVE LIST SERVICE 


36 NEWBURY STREET 
BOSTON 16 


“MOSELY sends the CHECKS!” 











better 
production 
brings 

better results 


There's a best way to produce 
direct mail. . 

MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding; share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source . . 

Always say, “Are you MASA?” 
YOUR BEST SOURCE for: rentive 


jirect mail campaigns, mu 
r eographing, offset and 
printing, bindery, mailing service 
ing s, etc. Information about pos 
al lations and better direct mail 










For names of hye 


members nearest ite 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 


Detroit 21 Michigan 




















Hearings on H. R. 2945, the Postal 


Rate Bill, have been temporarily post- 


poned until the Senate completes con- 
sideration of the F.E.P.C. legislation. 
Senator Johnston, Chairman of the 
Senate Post Office and Civil Service 
Committee, and one of the icaders of 
the opposition to the F.E.P.C. measure, 
ordered the delay unexpectedly after 
hearing witnesses for first, second and 
third class mail. 

At least two more hearings will have 
to be held for witnesses on Fourth Class 
and the Special Services. Just when 
those hearings will be held is problem- 
atical . . . but probably not until some 
time around the middle of June. What 
with Congress hoping to adjourn some- 
time late in July, just exactly what's 
going to happen to the Rate Bill is 
still up in the air. However, there does 
seem to be some chance that there will 
be no Bill passed this session. We're 
merely guessing . . . and we won't be 
surprised one way or another . . . but 
we're pretty certain that if a Bill is 
passed it will NOT contain the same 
provisions that are in H.R. 2945. We 
do think the Senate will (if it brings 
out a Bill) liberalize many of the sec- 
tions of the House Bill that would cause 
undue hardships to thousands of mail 
users! 

* * * . - * 

If you're interested in the testimony 
we presented to the Senate Committee 
on behalf of the Direct Mail Advertis- 
ing Association and the Mail Adver- 
tising Service Association, opposing 
H.R. 2945, we'll gladly send you 
a copy on request. 

* * ¥* * . . 

Along with the hearings on Third 
Class mail held on May 9th, the Senate 
listened to testimony opposing the Serv- 
ice Curtailment order of Postmaster 
Donaldson. After they listened for 
about an hour, they voted unanimously 
(9 of the 13 members were present) to 
report favorably legislation that would 
force the Postmaster General to rescind 
the Order of April 18th which does 
curtail postal service. Although simi- 
lar legislation has been introduced in 


Playing 


POST OFFICE 


By: Edward N. Mayer, Jr. 
DMAA Past President 


the House, at this point nothing has 
been done about it. Since the curtail- 
ment starts generally about June Ist 
there just isn’t time for anything tan- 
gible to be done. And to our mind 
there is no certainty that Congress 
will even compel the Postmaster Gen- 
eral to rescind his order. If the Senate 
Appropriation Committee increases his 
monies .. . the whole controversy may 
solve itself and if not, as we said 
last month, we're still not going to 
worry too much about the situation. 

One of our additional reasons for not 
getting too excited about the order of 
April 18th, are the changes that are 
being made in it. You should know 
about this one, contained in a letter 
from the Deputy Postmaster General 
dated May 18th, which said among 
other things: 


“So-called ‘time limit’ or ‘time value’ mail 
of the third class, such as market reports and 
quotations, notices of meetings, etc., heretofore 
given preferential treatment, may continue 
to be accorded such treatment, provided it 
is separated into properly labeled “directs” 
for each delivery zone, station or unit as 
above prescribed.” 


Remember what we told you last 
month . . . and keep in close touch 
with your own Postmaster . . . he'll 
know of the changes in the original 
order as they occur . . . and he'll prob- 
ably be as anxious as you are to work 
out problems that come up in the 
handling of YOUR OWN mail! 

* * * * * * 

We've been asked many _ times 
whether duplicate sales slips could be 
used as address labels on packages. The 
answer of course has been yes under 
certain conditions. Now along comes 
the Postal Bulletin of May 11th with 
the complete story. Read it carefully 

. and file it for future use: 

“DUPLICATE SALES SLIPS USED 
AS ADDRESS LABELS” 

“The use of duplicate (carbon copy) sales 
slips as address labels on mail matter has 
become widespread among large mailers, par- 
ticularly department stores. A recent survey 
disclosed that many parcels bearing carbon 
copy sales slips as address labels have to be 
returned to senders, some from long distances, 
because addressess are illegible. 
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“There are several objectionable features 
from a postal standpoint with respect to 
this practice, and it is desired that these 
features be given attention with the mailers 
concerned. 


“The following instructions are issued as 
1 guide to postmasters and mailers using this 
system in order to eliminate these objection- 
able features through cooperative efforts. In 
view of the advantages to the users in re- 
taining this system, it is believed that they 
will be willing to cooperate in this matter. 


“1. Paper used for the address label must 
be of a grade suitable for the purpose and 
either white or of a light tint to permit 
ease of reading. 


The address label should be designed 
to allow maximum space for name and ad- 
dress of addressee and arranged in the cus- 
tomary manner with the return address in 
the upper left corner. The addressee’s street 
address, box number, or the number of his 
rural route should be placed under his name 
and above the name of the post office to 
facilitate the reading of the address during 
distribution of the mail. 


“The pledge of sender to pay forwarding 
or return postage should be printed below 
the return card and extraneous printed matter, 
such as “Dept.,” “Sold by,” “How Sold,” 
etc., should not appear on the label. 


“3. Carbon paper used in connection with 
the preparation of sales slips used as address 
labels should be of a qualitv that will not 
smudge easily but make a legible copy. This 
feature should be given particular attention 
by users as complaints against the system 
have for the most part stemmed from the 
fact carbon addresses smudge and cause diffi- 
culty in reading them. One development of 
interest in the search for an agent to over- 
come the smudge revealed that a_ liquid 
plastic sprayed over carbon copy after its 
preparation eliminated the likelihood for 
smearing.” 


Another question we get about once 
a week it seems, covers the use of 
“occupant” as part of an:address. Again 
the Postal Bulletin comes to our rescue 
and says: 


“IMPROPER ADDRESSING OF MAIL 


“It has come to attention that in some 
instances matter intended for mailing is being 
improperly addressed to individuals by name 
followed by the words “or Occupant,” as 
for example, “John Smith or Occupant.” 


“Such alternate address is not a definite one 
within the contemplation of section 35.10 (d), 
Postal Laws and Regulations, and, therefore, 
is not a permissible address. 


“Patrons should be informed accordingly, 
their attention being invited at the same 
time to the proper manner of addressing mail 
to “Occupant,” as set forth in section 35.10 
(f) of the regulations. 


Here is what sections 35.10 (d) and (f) 
have to say for themselves: 


“(d) Completeness and arrangement of ad- 
dress. All mail shall bear a complete, defi- 
nite, and legible address, and, when intended 
for delivery at a letter-carrier office, the address 
should include the street and number or 
post office box number of the addressee, and 
the postal delivery zone number. . . . Unad- 
dressed matter and matter bearing dual ad- 
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dresses shall not be accepted for mailing. 
Names of more than one post office shall not 
appear in the address on any mail.” 


“(f) Addressed to “Occupant” or “House- 
holder.” When it is desired to reach all 
families in a house-to-house manner through 
the medium of advertising or other matter, 
this may be accomplished by addressing the 
matter to the occupants of particular houses 
or premises in places having city or village 
letter-carrier service, without addressing the 
occupants by name, by using the following 
form of address: 

Occupant, 
1001 Main Street 
(Post office and State) 
or 
Houszholder 
1001 Main Street 
Local 


* * * * * BS 


We've been hearing a great many 
rumors about slow mail deliveries . . 
and for the life of us we can’t tell 
how many are being planted by post of- 
fice employees who are battling the Post- 
master’s curtailment order. We would, 
however, like to have actual facts from 
you if you have experienced any undue 
delays in the delivery or receipt of 
your own mail. If you do have any 
unfortunate experiences, will you send 
them along . we'll guarantee to 
pass them on to the Postal authorities 
. . . and .we’re certain definite action 
will be taken to eliminate obvious and 
unnecessary hold-ups. 
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@ SEVEN MILLION people received a 
four page full-color tabloid mailing 
piece from Philco Corporation of Phila- 
delphia during May. That's a whopper 
of a shot. Advertising refrigerators 
and home freezers. Reuben H. Don- 
nelley Corporation handled the mailing. 


$7) 


@ THE SEPTEMBER 1949 REPORTER 
carried a story on the value or power of 
personal letters in building friendships 
between the people of different coun- 
tries. In that article, we listed several 
organizations which have been estab- 
lished to help Americans make con- 
tacts abroad. We have just heard from 
MacEnnis Moore, secretary, Educational 
Reconstruction Committee, American 
Council of Voluntary Agencies for For- 
eign Service, Inc., 20 West 40th Street, 
New York 18, N. Y. ... sending us a 
copy of “Pen Friendship News Notes,” 
an eight-page mimeographed bul- 
letin giving detailed information about 
the twenty-four organizations which are 
helping with this program. Anyone 
interested should write to Mr. Moore for 
a copy. Very interesting. 
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DIRECT-MAIL COMBINE-VELOPES 
The 4-in-1 Direct-Mail Sales Package 
Include Outgoing Envelope, Sales 
Letter, Order Form, Return Envelope. 
Delivered Ready to Address. 


Write 
THE SAWDON COMPANY, INC. 
484 Lexington Ave., New York 17, N. Y. 





When you Remember 


oe WM. F. RUPERT 
RECENT | compiler of NATIONAL 


BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fitty years. 


LISTS 90 Fifth an Sas Tash iW 








E GOVERNMENT PHOTOGRAP 


IN PUBLIC DOMAIN 
Publications & advertisers 
use many. No high photog- 
raphy costs if this tremen- 
dous photo reservoir is util- 
ized through our — search 
services and explanatory, 
$7.50 manual-catalog, “through Govern- 


ment Lenses.” Sold on 5 day approval. 
Details free. 
Washington Commercial Co., Dept K 





__1200 15th St., N.W., Washington 5, D. C. 








Productive Mailing Lists 


Commercial - Educational - Ministerial 
Professional . . And all classes of 
Individual Mail Order Buyers. 


Write for counts and prices on 
Your List Requiremenis 


FRED B. FORREST 


P. O. Box 54. Gravette, Arkansas 
(since 1936) 


























| Suseeees REPLY CARDS 
write or phone for aaae | 
HASKELL PTG. CO. 


10A HANOVER ST., N.Y.5 
WHitehall 3-9350 

















eR EEE Increase reader- 
ship of your ads 
with LIFE-like EYE* 
CATCHER photos. Nothing 
like them anywhere. 100 
new subjects monthly. Low 
cost Mat or Glossy Print J 
plan. Write for new FREE 

proots No. 41 No obliga- 
tions. EYE* CATCHERS, 
INC., 10 E, 38th St., New 
York 16, N. Y. 
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One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


“You clean out that pocket or else,” 


ultimated the missus. The “or else” 
meant that if I didn’t clean out the 
pocket, she would . . ., and the pocket 


referred to is the one inside my coat 
that serves as a portable file. In it I 
file notes and comments on radio com- 
mercials, clippings I might use in sev- 
eral house magazines I do and often 
pieces of direct mail advertising that 
meet with my approval or disapproval. 

“O.K.” I say, “Ill clean it out” . 
so here goes: 

The first is a piece of direct mail 
advertising from my dentist. He would 
be hurt to hear me call it advertising 
because he is an ethical dentist and 
would consider it an unpardonable sin 
to use advertising to dig up business, 
but as I see it, his reminder that | 
haven't had my teeth examined for 
iulmost a year is little different from 
the reminder from my garage man that 
it is about time to have the oil changed 
in my car, the radiator drained and 
flushed, the battery checked, etc. In 
fact the only difference is that the 
garage man tells me what this service 
will cost. 

On the envelope that brought the 
dentist’s “ad” I had scrawled “It is later 
than you think.” Just what I meant 
by that has taken me 15 or 20 minutes 
to recall. It finally came to me that I 
had intended to write him a letter 
reminding him that ethical dentists 
have delayed too long the use of ad- 
vertising. While they have sat back 
on their ethical haunches, the tooth 
paste people have just about put them 
out of business with dentifrices that 
not only make teeth sparkle with clean- 
liness, but stop decay. In fact tooth 
paste containing irrium stops decay 
before it starts. I have tried to figure 
just how anything could be stopped 
before it starts but Pepsodent’s adver- 
tising agency has probably worked it 
out. 

I really feel sorry for the ethical mem- 
bers of the dental profession who seem 
to be doomed to joblessness—or do I? 
They have done little that I know of 
to meet competition of the dentifrice 
makers. It seems to me that even if 
the ethics of this profession doesn’t 
permit the use of individual advertis- 
ing, the profession as a whole could use 
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it to sell the public on the service of its 
individual members. 

Radio commercials patterned along 
the lines of the dentists’ competitors 
could be used with equal effectiveness. 

For instance, the public could be 
warned in ghostly tones: “tooth paste 
claims never let up, tooth paste claims 
never let up, tooth paste claims never 
let up.” This could be followed with: 
“they fill the air both night and day, 
consult your dentist without delay.” 

Sut maybe the’ dentists know what 
they are doing. Maybe they are not 
too greatly concerned about the cur- 
rent dearth of business. Maybe they are 
waiting the day when the public may 
find irriumiated and ammoniated tooth 
pastes are not living up to the claims 
made for them and there will be a 
grand rush for fillings, crowns, bridges, 
as well as upper and lower falsies. 

Well, that takes care of one piece in 
my portable file. 

Here is a bunch of envelopes, the con- 
tents of which are not too important, 
but the envelopes carry a lot of notes— 
most of them seem to have been 
prompted by radio commercials for 
cigarettes. 

Says one: “The United States Gov- 
ernment agrees one hundred per cent 
with the fact that no cigarette is milder 
than Raleigh.” We wonder how much 
the United States Government was paid 
for this “testimonial?” May be an idea 
here that would lead to tax reduction. 
A lot of advertisers would be glad to 
pay big money for Government en- 
dorsement of their products. 

Another note: “Scientific tests prove 
Lucky Strikes milder than any other 
principle brand.” No Government en- 
dorsement on this statement, no sale 
to the taxpayer. 

Another note: Probably prompted by 
a second thought: “Whoinell wants a 
mild cigarette . .. maybe the gals. Most 
he-man smokers want to feel the smoke 
xing down their inhaling tubes.” 
Here’s a clipping from a newspaper 
. what paper I don’t know .. . nor 
do I know who wrote it . . . wish I did 
. . « he deserves the credit I'd like to 
give him: 
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Despite the ash trays on her desk, it was 
officially revealed that Princess Elizabeth does 
not smoke . . . The announcement hit the 


U. S. advertising industry like an atomic 
cloud. Because this generation has been led 
to believe that any girl, Who never took the 
Blind-fold Test, who Neglected her T-Zone, 
who wouldn't Walk a Mile, Who was Un 
kind to her Throat, who Chose a Sweet 
Instead, Who didn't know How To Be 
Nonchalant, Who spurned a Treat Instead of 
a Treatment, Whose taste buds never learned 
to appreciate the Full Rich Flavor of Choice 
Tobaccos, who never enjoyed the Longer, 
Finer Cigarette in the Distinguished Red 
Package—Good To Look At, Good to Feel, 
Good to Taste and Good to Smoke Wherever 
Particular People Congregate: Who never 
made Doubly Sure her cigarette was So Round, 
So Firm, So Fully Packed, So Free and Easy 
on the Draw: Who never Inhaled to her 
Heart's Content, Who never Switched to 
King Size, Longer, Milder, Cooler, Plus an 
Extra Margin of Protection; whose schooling 
never taught her what ABC stands for, Who 
didn’t ever start the 30-day mildness Test, 
whose throat has teen deprived of the Real, 
Deep-Down Smoking Enjoyment that comes 
from smoking The Smoke Tobacco Experts 
Smoke, would never grow up to become The 
Beautiful Princess. 


A folder titled “Panning the Bed 
Pan.” The “panning” is done in verse 
and copyrighted by The Jones Metal 
Products Co., West Lafayette, Ohio. 
It brings back some of my own dis- 
agreeable experiences with certain types 
of gadgets designed for those who are 
unable to make necessary trips to the 
powder room. Most “clever” adver- 
tising doesn’t click with me, but this 
piece rang the bell. I remember con- 
gratulating the Jones people and they 
sent me a handful of the folders which 
I passed out to my friends. Hope my 
efforts brought the Jones people some 
business. 

Several copies of poet Orville 
Reed’s World’s Smallest House Or- 
gan ... mailed to one of my clients 
and hidden in my portable file to pro- 
tect my own interests. 

A letter from Advertising Age an- 
nouncing a “valuable gift booklet” con- 
taining reprints of “The Creative Man’s 
Corner.” Pencilled on it the note: 
“Henry: There might be a fortune in 
a book containing the writing of “One 
Advertising Man to Another.” Follow- 
ing the note were a lot of figures and 
the comment: “Will settle for 10°,.” 

Time and space will not permit a full 
report on the contents of my portable 
file, but it all went into the waste- 
basket with the exception of a direct 
mail piece on filing cabinets, on which 
I had pencilled: “Darned good adver- 
tising . . . gives all information desired 
including prices. Give it a hand in 
a Reporter piece some time.” Under- 
neath this note, but in a feminine hand, 
was this: “If it is such darned good 
advertising, why do you buy your filing 
cabinets at a clothing store?” 

This bit of feminine logic gave me 
more food for thought than all the 
notes I found in my pocket . . . and 
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the first thing I will file in the cabinet 
I'm sending for, will be a reminder to 
do some wondering sometime if the 
advertising selected by the experts as 
being the dest, ever sold them the pro- 
ducts or service it advertised. 


HOW YOU CAN HELP 
TO KEEP 
THE MAILS CLEAN 


If we want direct mail, as a medium, 
to continue being a powerful selling 
medium .. . all of us must help to drive 
from the mails those appeals which are 
irritating the public (recipients). 

For some reason or other, the mails 
are flooded these days with questionable 
material. Postal inspectors and Better 
Business Bureaus are running around 
in circles. 

We have reported numerous cases 
in the past and will continue to do so. 
But all of you should be on the watch. 
Either send the material to us or to 
your local inspector. 

Among the worst are mailings offer- 
ing nude pictures. The most brazen 
recent one was an exceptionally well 
printed two color illustrated folder 
from William H. Door of 6208 Santa 
Monica Boulevard, Hollywood 38, Cali- 
fornia. How he gets away with his 
exotic descriptions is beyond us. Other 
mailings from west coast are equally 
bad. As fast as postal inspectors close 
up one promoter . . . others start. 

Questionable charity drives are still 
flourishing and hurting all the legiti- 
mate organizations. The punch board 
mailings from AMVETS are a disgrace. 
And there’s a fellow in Miami mailing 
out plastic crucifixes (with a “return 
or pay for” demand) who is doing the 
charity field no good fast. 

Particularly irritating to a lot of peo- 
ple right now is the flood of appeal let- 
ters enclosing sheets of stamps (to be re- 
turned or paid for). Many worthwhile, 
highly respectable organizations have 
used this device successfully . . . but the 
device itself has been ruined because of 
its over-use by every Tom, Dick & 
Harry. 

We recently learned that about one 
hundred organizations are now using 
sheet-stamps as a gadget to secure 
funds. And the end is not in sight. 
Several enormous mailings are in the 
works for fall distribution. Naturally, 
returns to the old, well-established or- 
ganizations have fallen off alarmingly. 
In the opinion of several social service 
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“Required Reading” 


for Direct Mailers 
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Three valuable books for the library of every 
user of the mail to get ideas to train employees 


Harrie Bell has put in readable book form the 
lecture course he has given successfully for the 
past eight years. It is a solid, substantial out- 
line of basic Direct Mail principles 


In “Dogs That Climb Trees’’ Henry Hoke has 
told a humerous, fast-moving story of his ex- 
periences in learning about Direct Mail from his 
lettershop days in Pittsburg to his editorship of 
The Reporter. 

‘Cordially Yours’ tells how Jack Carr learned 
the letter writing game from life and how to get 
ideas. It includes 175 of the best examples of 
Carr Cordial Contracts out of 15,000 letters he has 
written for customers. Most of them can be 
adopted for today’s use 
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Send Your Order by Mail to 


Graphic Books, Inc. 


17 East 42nd St., New York 17, N. Y. 
Phone MuUrray Hill 2-7424 


_.........copy(s) Bell Book @ $4.00 


copy(s) Hoke Book @ $1.50 





.......copy(s) Carr Book @ $5.00 


Fill in space above, clip and attach to your letter- 
= head Mail to us, and we'll bill you when shipped. 














LET THIS... 


Guide you to 
better Direct Mail 


This orderly, thorough, down-to-earth, 
year-long study program in all the 
ramifications of a VERY BIG subject 

will help you to avoid the pitfalls 
and to increase the power of your 
Direct Mail. (Entire Cost . $115) 


Send for my twenty page prospectus 








Write personally toe 


HENRY HOKE 
17 Fast 42nd Street, New York 17, N. Y. 




















experts we've consulted . . . the device 
has lost all its effectiveness. A number 
of large users have either discontinued, 
or are testing other methods. 

If any of our readers have influence 
in any charitable organization consid- 
ering this device . . . discourage its use 
for the present. 

Incidentally, there were many raised 
eyebrows over a recent mailing of the 
New York Heart Association. A very 
deserving organization. But why 
should such an organization conduct 
a “mail survey” on a totally unrelated 
subject for “a large business organiza- 
tion” as a gimmick for obtaining “a 
substantial contribution.” Are we en- 
tering a new era of subterfuge? 

If you want YOUR mail to receive 
sympathetic and open-minded consider- 
ation . . . do your best to discourage 
the use of irritating mail appeals. Com- 
plain direct to the senders. Refer sus- 
pected fraudulent cases to the postal 
inspectors, to your local Better Business 
Bureau . or you can dump the evi- 
dence in our lap. 


THE NAVY IS A BIG 
USER OF DIRECT MAIL 


by RicHarp E. Tirk 


REPORTER'S NOTE: Last month we reported 
on the big direct mail campaign being used 
by the Treasury Department to support the 
Independence Bond Drive. Other Government 
Departments are using the mail successfully. 
We asked Richard Tirk, Vice President of 
Reply-O Products Company. New York, to give 
us a peep-behind-the-scenes on the Navy 
recruitment campaign. 


Most of us think of the Navy as an 
organization of men who operate ships 
and guns. We lose sight of the many 
diverse activities Naval personnel en- 
gage in. Actually the Navy's account- 
‘ng, purchasing, educational, personnel, 
construction, engineering, research, and 
many other activities are among the 
‘roadest in the world and require al- 
most every kind of talent and- train- 
ing imaginable. 


The Navy is one of the nation’s 
largest advertisers and its sales promo- 
tion program could be used as a model 
for many businesses. The product it 
sells is really tremendous—a career, a 
way of sperding the rest of one’s life. 
So the Recruiting Officers in the field 
are salesmen in the finest sense of the 
word. Sales promotion under the Bu- 
reau of Personnel is directed toward 
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creating activity for the Recruiting Offi- 
cers—in other words, providing leads 
for salesmen. 


Let’s examine one small part of their 
operations: recruiting young men for 
pilot training in the Naval Aviation 
program. Direct Mail is the heart of 
this program. The list is made up of 
the graduating classes of junior colleges 
because two years college training is 
a requisite. Mailing pieces sent to these 
students are in standard direct mail 
technique—they sell more of the sizzle 
than they do of the steak. The pitch 
is on sending for a booklet and returns 
from these mailings testify to the think- 
ing behind them. 


The letter illustrated (a four-color 
offset Reply-O-Letter) brought in 13 
A high percentage of return is desired 
here because many interviews are 
needed to produce one accepted appli- 
cation for pilot training. 

Mailings are made four times a year 
to provide a steady flow of leads for 
the Recruiting Officers. Immediately 
a card requesting a booklet is received, 
the name and address of the sender is 
transmitted to the nearest Recruiting 
Officer who delivers the booklet in per- 
son if at all practical and completes 
and forwards a form indicating the 
outcome of the interviews. Thus the 
Bureau of Personnel knows at all times 
how close they are to their quota. 





VACATION 
ANNOUNCEMENT 


If you are worrying about how to 
announce your vacation schedule 
write to Jason N. Silton of Silton Broth- 
ers, Inc., 280 Dartmouth Street, Boston 
16, Massachusetts (advertising) and 
try to get an extra copy of the clever 
folder entitled, “Shhh . . . ! Workers 
Resting”. Inside folder there are two 
calendar pages with dates from June 
30th to July 9th marked in second 
color. Cartooned copy reads: 


Our agency will be closed up tight on 
the dates encircled in orange. We're all 
taking a well deserved vacation at the same 
time. We'll all be back at the same time, 
the better to serve you. Please help us to 
square away with you well in advance of our 
vacation days—so that nothing that needs to 
be done for you or with you is left undone. 

Thanks in advance for your cooperation. 


The Silton’s also announce (by at- 
tractive cards) long week-end closings 
for Christmas, Labor and Memorial 
Day holidays. 


WASTED EFFORT 


A New York Advertising Agency 
wrote to a prominent midwestern manu- 
facturing company. The letter was 
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addressed to company only. No per- 
sonal name or “attention of”. Here 
it 1s: 


Gentlemen: 

Rather than discuss ideas in a letter, I 
should appreciate the opportunity of meet- 
ing with you at the earliest possible moment. 


There are several suggestions I should like 
to make that would be of great value in 
presenting your story most effectively 


I should like to see you on your next trip 
to New York. When do you expect to 
be here? 

Cordially yours, 
(signed by President 
of Agency) 


It might be a good idea for this 
agency executive to find out who he 
wants to talk to. Or does he want the 
plant moved to New York? Or how 
many “gentlemen” does he want to 
see? 


ANOTHER POSTAL 
CARD SUCCESS 


Several months ago we mentioned 
an article by Dick Yohe, a laundry 
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proprietor in Salem, Illinois, in the 
American Laundry Digest. We wrote 
to him for samples. 

Some are reproduced below. 

Simple . . . but effective. We asked 
Mr. Yche how he checked results. On 
some of the cards he makes a “$1.00 
free offer”. The cards must be given to 
driver or office with first order. 

One such piece cost approximately 
$32.00 to produce and there were actual 
traceable results in first orders within 
two weeks of $126.00. 

Proving again that . . . simple, econ- 
omical direct mail will work wonders 
for the so-called small business. 


NO OTHER 
ADVERTISING 


Out in Salt Lake City, Utah. . 
small pressing shop has grown since 
1930 into a modern $100,090 installa- 
tion, through the exclusive use of di- 
rect mail. No other type of adver- 
tising was used. 

That’s a story in the May issue of 
“The National Cleaner & Dyer” 304 
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East 45th Street, New York 17, N. Y. 
Tells how William J. Marz of Wa- 
satch Cleaners, Dyers and Furriers has 
used the mails constantly to increase 
his business. 

Personal and form letters constitute 
bulk of his efforts. All kinds of letters 

. . thank you's to actives; reminders 
to inactives, and promotions for special 
services or seasons all coordinated 
with routemen’s visits. 

Mr. Marz has a few fixed and very 
good rules for his direct mail: 


1. The lists must be kept up to date, divided 
as to special services, and each card must 
carry full information as to kind and volume 
of business. 

2. Letters must go out regularly just as 
newspaper advertising must be used regularly 
if good results are to be obtained. It is the 
constant pounding with personal-type letters 
that eventually gets the business. 

3. Special letters must be drafted covering 
srecial services and there must be seasonal 
letters. The straight form letter asking for 
business has little appeal. 

4. Last but far from least, don’t forget the 
thank-you letters. A good “thank-you” goes 
a long way in making a permanent customer 
out of a chance account. 


Anyone interested in complete story 
should get a copy of magazine (May 
1950 issue) or tear sheets from the 
publisher. It’s good to see sensible in- 
formative articles about direct mail 
appearing in so many national trade 
magazines. 


DIRECT MAIL 
CAMPAIGN HELPS 
ALLIS-CHALMERS 
SELL REGULATORS 


Reported by R. H. NeLson 


REPORTER'S NOTE: Here's an _ interesting 
report of simple but fective Paig 
It has an adaptable idea for those of you 
who exhibit at conventions. Report given 
to us by R. H. Nelson in the advertising 
depariment of Allis-Chal Mig. Company. 
Milwaukee 1, Wisconsin. 











An interesting phase of a direct mail 
advertis:ng campaign on a new low-cost, 
pole-type voltage regulator developed by 
Allis-Chalmers Manufacturing Co., was 
a tie-in with the National Rural Elec- 
trical Co-operative Association’s eighth 
annual meeting in Chicago. 

Initial announcement concerning this 
new unit was made early in December, 
1949, by letter with an enclosed penny 
postcard request for literature to a 
mailing list of some 1,300 names obd- 

(Continued on page 28) 
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CLASSIFIED 
ADVERTISING 


Rates: $1.00 per line—minimum space 3 lines. 
Help and Situation Wanted Ads 
50¢ per line—minimum space 4 lines. 








ADDRESSING 
ADDRESSING $4.50 THOUSAND 
No charge for our lists 
“SPEEDADDRESS” 

48-01 Forty-Second St 
Long Island City 4, N. Y. 








ADVERTISING AGENCIES 





SELL YOUR PRODUCT WITH pulling 
mail order, agent ads 
We show you how 
Martin Advertising Agency 
15P East 40th Street, New York 16, N. Y 





HELP WANTED 


YOUNG EXECUTIVE—Age 20 to 30 with 
Mail Order Greeting Card experience 
Excellent future for right man. Write 
fully giving details and salary desired 
Box 63, The Reporter, 17 E. 42nd St., 
New York 17 





MAILING LISTS 


CURRENT BIRTH LISTS! Nationwide 
Also Expectant Mothers. C. Donner 
P.O. Box 643, Ann Arbor, Michigan 





MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addresso- 
graph machines. We specialize in the 
re-manufacturing of used ribbons. Chi- 
cago Ink Ribbon Co., 19 S. Wells St 
Chicago, Ill 





SITUATIONS WANTED 


EXPERIENCED DIRECT MAIL ASSIST- 
ANT ALL PHASES—AVAILABLE ON AN 
HOURLY BASIS. PRODUCTION, FUL- 
FILLMENT. LISTS copy. Box 62, The 
Reporter, 17 E. 42nd St.. New York 17. 


List Man, thoro experience, compiling 
commercial, industrial, mail order, mail- 
ing lists, supervised typing department 
on list production, own correspondence, 
available part-time basis. Box 61, The 
Reporter, 17 E. 42nd St., New York 17, 
New York 





SPECIAL 


LOOKING FOR A JOB? For a direct 
mail man to write copy? Do you have 
some equipment you want to sell? The 
Reporter can find jobs, get employees, 
sell machinery. Every reader of The 
Reporter is a potential buyer for such 
services or offers. Situation or Help 
Wanted ads only 50¢ a line. Other 


classified ads $1.00 per line 
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tained from the National Rural Elec- 
tric Cooperative Association in Wash- 
ington, D. C. 

For effective pin-point coverage, this 
mailing list has been broken down to 
conform to the company’s 60 odd dis- 
trict and branch general machinery 
d.vision offices throughout the country. 

All the letters are multigraphed at 
the main office in Milwaukee on letter- 
heads which carry the addresses of the 
individual district or branch offices. They 
are sent in batches with addressed and 
stamped envelopes to these offices where 
the proper sales representatives sign 
them and deposit them for first or 
third class mailing depending upon the 
o.fice’s preference. A letter from the 
manager of the company’s transformer 
section—producer of the regulator— 
accompanies each batch mailing to the 
district offices. Since the addresses of 
the respective district and branch 
offices appear on the letterheads and 
postcards, all replies funnel through 
those offices. 

The February, 1950, letter announced 
that a working model of the new regu- 
lator would be on display at the national 
REA convention in Chicago, March 
6-9. Enclosed was a card extending an 
invitation to visit the Allis-Chalmers 
booth during the convention. 


During the show, photographs were 
taken of visitors to the booths by an 
Allis-Chalmers’ photographer. Releases 
were obtained from the subjects at the 
time to use the pictures in a leaflet 
describing Allis-Chalmers’ participation 
in the show. 


Two weeks after the convention had 
closed, visitors whose pictures had been 
taken were mailed 8x10 glossy prints 
of their photos. These were accom- 
panied by a thank you letter and a 
copy of the four-page, 8s by 10% - 
inch leaflet which carried the pictures. 

This leaflet, simple in layout, was 
reproduced by offset—it carried only 
two lines of type with captions under 
20 photos set in varitype. The cover 
carried the headline: “It Happened in 
Chicago,” along with a reproduction of 
the cover of the meeting’s official pro- 
gram and art work with the query, 
“Did We Get Your Picture? 

The back page of the folder carried 
selling copy on the regulator for the 
benefit of those who did not get to 
see it at the show. 

Copies of the leaflet with covering 
letter signed by the company’s various 
district office sales representatives were 
sent over the entire list as the regular 
March mailing of the campaign. Also 
enclosed was a reprint from Electric 
Light & Power Magazine entitled “Re- 
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ducing Load and Reducing Voltage,” 
which commented favorably on_ the 
effectiveness of the regulator. 

Lhe campaign, which will continue 
for a year with one mailing a month, 
has elicited much favorable comment 
from the company’s sales representatives 
in the district offices and from the 
product department. And since district 
and branch o.fice sales personnel sign 
the letters, they keep a weather eye 
on the mailing list to see that it in- 
cludes the names of pertinent prospects 
in their respective areas. 


ANCIENT 
DIRECT MAIL 


Hello Mr. Hoke: 


Ever hear of a country being conquered 


b- direct mail? It’s happened! If you 
haven't heard the story before you'll be 
interested : 


About the middle of the 6th century A.D. 
the Arabian prophet Mohammed tried con- 
quering his countries’ neighbors by corre 


spondence. He sent letters to three nations 
inviting them to become Moslem. One re- 
fused. Another’s answer is not recorded. 


But a third, Egypt, politely responded and 
shortly thereafter was taken over. 

Not a bad return, one out of three, is it? 
Wonder if Mohammed could have improved 
it by use of a follow up letter? 

I ran across this interesting Direct Mail 
fact, by the way, while reading a_ history 
book the other night, North African Prelude, 
by G. W. Dwyer. The incident is reported 
on page 168. 


Ep Hatt 
128 East 70th Street 
New York, N.Y. 


ABUSE OF 
FRANKING PRIVILEGE 


is still going on. While members of 
Congress debate on whether to raise 
postage rates, or whether the Postmaster 
General should curtail service to de- 
crease the deficit useless franked 
mail is dumped into the already over- 
loaded postal system. Why should 
Senator Magnusen of Washington al- 
low his frank (free postage) to be 
used in sending nationally a’ reprint 
of an insertion Fe made in the Con- 
gressional Record? The reprint is a 
combination advertising stunt for the 
National Broadcasting Company. Col- 
lier’s Magazine and Ted Granik of the 
American Forum of the Air. We like 
all three . . . but the rest of us shouldn't 
have to pay for their advertising. 
The reprint is carefully marked “Not 
printed at Government Expense” but 
(Continued on page 30) 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING 
2 South Grove St., Freeport, N. Y¥ 





Creative Mailing Service, Inc 
ADDRESSING — TRADE 


Shapins Typing Service . 68-12 Roosevelt Ave., Woodside, N. Y. 


ADVERTISING AGENCY 
Martin Advertising Agency....15PA East 40th St.. New York 16, N.Y 
ADVERTISING ART 
iaylord Johnson ......56 East 10th St.. New York 3, N. Y¥ 
Raymond Lufkin 118 West Clinton Ave., Tenafly, New Jersey 
AUTOMATIC INSERTING 
Raymond Service, Inc ..160 Fifth Ave., Ne wYork 10, N. Y. 
AUTOMATIC TYPEWRITERS 
Amer, Automatic Typewriter Co., 610 N. Carpenter St., Chicago 22, Il. 
AUTOMATIC TYPEWRITING 


Ambassador Le‘ter Service Company 11 Store St... New York 4. N, ¥ 
° ..352 Fourth Ave... New York 10, N. Y¥ 





Hooven Letters, Inc 


BINDING EQUIPMENT 
General Birding Corporation. .808 W. Belmont Ave., Chicago 14, Illinois 


BOOKS 
Graphic Books, Inc ....17 East 42nd St., New York 17, N. Y. 
Harry Volk, Jr ° ...209 Central Bldg., Atlantic City, N. J 


COMPOSING MACHINES 
Ralph C. Coxhead Corp ....720 Frelinghuysen Ave., Newark 5, N. Y 





DIRECT MAIL AGENCIES 









Ad Scribe. one ....Ornon Road (6) North Canton, Ohio 
D. H. Ahrend Company, Inc.....325 East 44th St., New York 17, N. Y¥ 

Homer J. Buckley & Associates, Inc..57 E. Jackson Blvd., Chicago 4, Il. 
C.reulation Associates............1745 Broadway, New York 19, N. Y. 
Dickie-Raymond, Inc ° — ..80 Bioad Street, Boston 10, Mass 
Duffy & Fabry, Inc ‘ Water St., Milwaukee 2, Wis. 
McNulty Advertising Agency... .3 Washington St., Chicago 6, Ill 
Mailograph Co., Inc.............39 Yater Street, New York 4, N. Y 
Paul Muchnick Advertising. . coe au St., New York 7, N. Y¥ 
Reply-O Products Company... .150 d St.. New York 11, N. Y. 
Paul Smallen Advertising..........3:0 Broadway, New York 7, N. Y¥ 

Tes.ed Sales Producers, Inc.....131 West 53rd St., New York 19, N. Y. 
Philip J. Wallach Company....150 East 35th St., New York 16, N. ¥ 


DIRECT MAIL TRAINING COURSE 
EBomey Tleise. .. cc cccscessccces 17 East 42nd St., New York 17, N. Y 


ENGRAV ERS—Steel and Copper Plate 
Garrick Printing Company : 54 West 21st St.. New York 10, N. Y. 


ENVELOPES 





American Envelope Mfg. Corp.....26 Howard St., New York 13, N. Y. 
The American Paper Products Co..............+6. East Liverpool, Ohio 
Atlanta Envelope Company. . ..Post Office Box 1267, Atlanta 1, Ga 
Atomic Envelope Company...... 108 West 17th St., New York 3, N. Y. 
Cupples-Hesse Corp.....4175 N. Kingshighway Blvd., St. Louis 15, Mo 
Samuels Cupples Envelope Co., Inc. ..360 Furman St., Brooklyn 2, N. Y 
Curiis 1000, Ine. . ror — .380 Capitol Ave., Hartford 6, Conn. 
Garden City Envelope Co.. 3001 North Rockwell St., Chicago 18, II. 
M. & G. Envelope Company... . ..20 West 22nd St., New York, N. Y 
Massachusettst Envelope Co.... .641 Atlantic Ave., Boston 11, Mass. 
McGill Paper Products, Inc..... 501 Park Ave., Minneapolis 15, Minn. 
The Standard Envelope Mfg. Co...1600 East 30th St., Cleveland 14, Ohio 
Tension Envelope Corporation......345 Hudson St., New York 14, N, Y. 





nsion Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
nsion Envelope Corporation. .5001 Southwest Ave., St. Louis 10, Mo 











Tension Envelope Corporat.o...123-129 N, Second, Minneapolis 1, Minn 
Tension Envelope Corporation....1912 Grand Ave., Des Moines 14, lowa 
United States Envelope Company.......... .. Springfield 2, Mass. 
Tae Wolt Envelope Company....179-81 E. 22nd St., Cleveland 1, Ohio 


ENVELOPE SPECIALTIES 
The Sawdon Company, Inc.....480 Lexington Ave New York 17, N. ¥. 
Tension Envelope Corporation, 19i:h & Campbell Sts., Kansas City 8, Mo 





GUMMED STICKERS 
Brown's Office Supply........ ......6814 Chew St., Phila. 19, Pa 


LABEL PASTERS 
Potdevin Machine Company.. 1281-38th St., Brooklyn 18, N. Y. 


LETTER GADGETS 
Hewig Company 45 West 45th St.. New York 19, N. Y. 
A. Mitchell _ 111 West Jackson Blvd., Chicago 4, Ill 


MAIL ADVERTISING SERVICES (Lettershops) 
Advertisers Mailing Service, Inc 915 Broadway, New York 10, N. 
tenart Mail Sales Service, Inc.....228 E. 45th St., New York 17, N. 
Century Letter Co Inc : .48 East 21st St.. New York 19, N. ¥ 
A. W. Dicks & Co . 24 Adelaide St., W. Toronto 1, Canada 

: ¥ 





Y 
¥. 











James Gray, Inc 216 Sast 45th St., New York 17, N. 

Mailograph Co Inc ere se ee 39 Water St., New York 4, N. Y. 
Mailways 200 Adelaide St., West, Toronto 1, Ont., Canada 
The Rylander Company....... . ....19 S. Wells St., Chicago 6, Il] 
Tne St. John Associates, Inc .75 West 45th St.. New York 19, N. Y. 
Woodington Mail Adv. Service......1316 Arch St., Philadelphia 7, Pa 


JUNE 1950 


MAILING LISTS—Brokers 


George R. Bryant Co., Inc .595 Madison Ave., New York 22, N. Y 


D-R Special List Bureau...... ...80 Broad St., Boston 10, Mass 
Guild Company....... ees 76 Ninth Ave., New York 11, N. Y 
Willa Maddern, fiie..... cee ..215 Fourth Ave., New York 3, N. Y 


.25 West 45th St., New York 19, N. Y¥ 
°8 Newbury St., Boston 16, Mass. 
Fourth Ave., New York 10, N. Y. 

33rd St., Long Is. City 1, N. Y 


Mailings 
Mosely 
Names Unlimited, Inc... ‘ 

James E. True Associates..... 





MAILING LISTS—Compilers & Owners 


















Boat & Equipment News......224 East 41st St., New York 17, N. Y. 
Bookbuyers Lists, Inc = oe : Broadway, New York 13, N. Y¥ 
Boyd's City Dispatch, Inc...114-120 East 23rd St., New York 10, N. Y 
Creative Milling Servic, Inc..24 South Grove St., Freeport, L. I., N. Y. 
Dunhill List Company Sees ...565 Fifth Ave., New York 17, N. Y¥ 
Fisher-Stevers Service, Inc... Hudson St., New York 14, N. Y¥ 
Fred B. Forrest.... jiale ne) 5 ae Garena ee P. O. Box 54, Granette, Ark 
Industrial List Bureau es ° Astor Place, New York 3, N. Y¥ 
J. R. Monty's Turf Fan Lists. .201 st 46th St., New York 17, N. Y. 
New Outlet Surveys... a<e 3 Union Square, New York 3, N. Y 
Ofticial Catholic Directory Lists....12 Barclay St., New York 8, N. Y¥ 
V. S. Ponton, Inc.....635 Avenue of the Americas, New York 11, N. Y 
Wm. F. Rupert. , ....90 Fifth Ave., New York 11, N. Y. 


MATCHED STATIONERY 
Tension Envelope Corporation, 19th & Campbell Sts., Kansas City 8, Mo. 
MESSENGER SERVICE 
A‘rline Delivery Service......60 East 42nd St., New York 17, N. Y. 
METERED MAIL EQUIPMENT 
Pitney-Bowes, In : sees . err Stmford, Conn 
OFFSET PRINTING 
Advertisers Service Litho Corp...161 West Harrison St., Chicago 5, Ill. 
Bachman Reproduction Service......250 E. 43rd, New York 17, N. ¥ 


PAPER MANUFACTURERS 





Fox River Corporation.......... ye Te eee Appleton, Wisconsin 
Hammermill Paper Company.... 62.0eeteee e Erie, Pennsylvania 
International Paper Company.. New York 17, N. Y. 
hising Paper Company. P we . ‘ Housatonic, Massachusetts 





PHOTO ENGRAVERS 
Plomser-Moas, Ine... .....s00. (60 West 34th St., New York 1, N. Y 


PHOTO RETOUCHING AND ART 
Sh SEIN: os 0.4'o-6 we aed « He ee ‘ ..603 Walnut St., Elmira, N. Y 


PHOTOGRAPHS 
Eye Catchers....... wTeTTT eer 10 East 38th St., New York 16, N. Y. 
Washington Commercial Co. ..1200-15th St., N.W., Washington 5, D. C 





PLATES & STENCILS 
Columbia Ribbon & Carb. Mfg. Co., Inc.Herb Hill Road, Glen Cove, N.Y. 


Remington Rand, Inc.................2 Main St., Bridgeport 1, Conn. 
POSTCARDS 
Moss Photo Service, Inc....... 155 West 46th St., New York 19, N. Y. 


PRINTERS & LITHOGRAPHERS 
Advertisers Service Litho Co.p..161 West Harrison St., Chicago 5, Ill. 
Brooklyn Pre ....335 Adams St., Brooklyn 1, New York 
College Press ...South Lancaster, Mass. 

















The House of Dyal.... weeeeee---30 Irving Place, New York 3, N. Y. 
Haskell Printing Co.......... ..10 Hanover St., New York mw. Fs 
Paradise Printers and Publisuers...... : cosasvccss nae, Pa. 
Peerless Lithographing Co....... 4305 Diversey Ave., Chicago 39, IIL. 
Stecher-Traung Litho. Corp... 2 N. Goodman St., Rochester 7, N. Y. 





PRINTING EQUIPMENT 





Harris Seybold Company......... 4510 East 71st St., Cleveland 5, Ohio 
Rapid Roller Company........ .......Federal at 26th, Chicago, II. 
Southworth Machine Co.......... ..31 Warren Ave., Portland, Maine 


QUANTITY PHOTOGRAPHS 


a. @. TR. CORP ES. cc580 ....165 West 46th St., New York 19, N. ¥ 
Moss Photo Service, Inc....... 155 West 46th St., New York 19, N. Y. 
SEALING MACHINE 
Minnesota Mining & Mfg. Co.,........... csovccovostee Paal 6, Minn. 
STENCIL CUTTING & ADDRESSING 
Creative Mailing Service, Inc.......24 So. Grove St., Freeport, N. Y. 
T. M. Schoenfeld Co. . ......340 East 44th St., New York 17, N. Y. 


TRADE ASSOCIATIONS 
Direct Mail Advertising Assn... .. 17 East 42nd St., New York 17, N. Y. 
Mail Advertising Service Assn...18652 Yairfield Ave., Detroit 21, Mich 
TYERS 


National Bundle Tyer Company......... ....Blissfield, Michigan 


TYPE FACES 
American Type Founders Sales Corp.........Elizabeth, New Jersey 
TYPEWRITERS 


Internat’! Bus. Machines Corp...590 Madison Ave., New York 22, N. Y¥ 
Remington Rand, Inc.... ..215 Fourth Avenue, New York 10, N. ¥ 
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that 1s a lot of pure bunk. The Govern- 
ment Printing Office supplies these re- 
prints to friends of Congressmen at 
ridiculously low rates (below commer- 
cial printers’ costs) and the Post Office 
carries the franked mail without cost. 

John Gould in the April 27, 1950 
issue of the CAristian Science Monitor 
wrote under the title, “Too Free De- 
livery’—“T'll wager an_ uncancelled 
Columbian 15-center that if all franked 
mail were computed today at established 
rates, and the fictitious sum entered as 
a credit, the Post Office Department 
books would be in the black tomorrow. 
I shall continue to believe that until I 
hear otherwise.” 

Mr. Gould 
“Penalty” mail... 
Departments. And he is 
right . . . if all franked and penalty 
mail were figured at first class rates. 
The whole Post Office set-up is a viola- 
tion of all acceptable accounting and 


should have included 
used by Government 


probably 


rate-fixing methods. 


THIRTEEN RULES 
FOR DIRECT MAIL 


Lewis Kleid of Mailings, Inc., 25 
West 45th Street, New York 19, N.Y. 
in his always interesting “Pay Mail Re- 
ports” recently printed an interview 
with John T. McKenzie, advertising 
manager of Standard & Poor’s Corpora- 
tion, New York, N.Y. Included in 
interview was John’s thirteen rules for 
making your selling mailings more et- 
fective. They are worth repeating: 


1. Change style of your copy 


2. Change the form of your mailings 


(change of pace). 
Clean your mailing lists regularly 


Try various methods of stamping en- 


velopes. 
Use your good pullers over and over 


again. 
Change size of your envelope. 
Change color of printing ink. 


Experiment a bit with the timing of 


your mailings 


Make your copy specific, factual and in 


teresting 


Combine the greed and fear appeal (pos 
sibility of profits—avoidance of possible 


losses ) 


Talk directly to the prospect in a human, 
enthusiastic manner Do not preach to 


him Talk his language 
Help your reader solve his problem by 
giving him useful information—helpful 


ideas 

Determine the length of uur copy by 
your sales story, not by any arbitrary 
ideas of the relative merits of long and 


short copy. 


HOW CHEAP IS 
“CHEAP” 
ADVERTISING? 


That is the question which appears 
on back of an astounding four page 
folder issued by Texas Lithography, 
1408 Marilla Street, Dallas 1, Texas 
(a new journal for lithographers and 
supposedly intended to promote |litho- 
graphy in the Southwest). 

The title of folder is 
Advertise . . . But 
Where it Pays”. 

Inside is a spread of letters intended 
to prove how readers responded to an 
advertisement run by the _ publisher 
in his own magazine. Caption under- 
neath reads: “What advertising can do 
for us it most certainly can do for 
you, do it better, cheaper and reach a 
larger reader group than could possibly 
be accomplished—even with the cheap- 
est means of advertising. By “cheapest” 
we mean third class mail advertising. 
A look at the figures we have put 
down on the opposite page should con- 
vince you that the “cheapest” things 
wind up being the 


“It Pays to 
Advertise 


can sometimes 
most expensive.” 

The opposite (or back) page then 
goes into a statistical diatribe against 
third class mail . . . “you know, the 
kind you load your waste-paper basket 
with each morning”. 

It enthusiastically gives a printer's 
breakdown of the cost of preparing a 
mailing of 4206 circulars. Amounts 
to $192.21. The circular implies that 
perhaps half may be returned marked 
“Not called for”. Then... the pitch. 
An advertisement in Texas Lithography 
can reach 4206 people “without fuss or 
fanfare” for as little as $45.00 for one 
insertion. 

The writer concludes: “That, brother, 
is really cheap advertising”. 

The Reporter concludes: “Yes, 
brother, that is really CHEAP lowdown 
advertising. Your circular, we mean.” 

This is the most stupid piece of ad- 
vertising promotion copy we have ever 
seen. Here’s a magazine professing 
to promote the interests of lithography 
and yet it goes out of its way to knock 
the very medium which keeps the 
presses owned and operated by the 
alleged readers of the magazine. 

We'll give this promotion our hypo- 
thetical prize for being the worst piece 
Oh, yes 
... Texas Lithography used direct mail 
Smooth 


of direct mail so far in 1950. 


for its attack on direct mail. 
thinking, there! 


GOING TO THE DOGS 


Dear Henry: 

Here’s one for the book—The Re- 
PORTER, that is. To boost her standing 
for the course in Direct Mail Adver- 
tising, at the Price School of The Poor 
Richard Club, one of our young women 
students made every effort to impress 
me with how much she had learned 
from the class sessions despite the sad 
grades I had been compelled to give her 
on tests and assignments. 

The course leans heavily to planning, 
since other instructors take care of copy 
and layout. She knew how to plan, 
the student contended, even if her 
papers handed in did not seem to prove 
it. 

“I've been successful, I think, on 
some outside work,” she insisted. Na- 
turally, I wanted to know what she 
had done. 

Two boyfriends, she told me, had 
started a frozen-dog-food business, and 
had her prepare the mailing piece to 
introduce the service they offered of 
weekly delivery of the frozen foods. 

“What was the Basic Idea?” I asked. 

“To get permission to call.” 

“Where could you get the names of 
dog owners?” I inquired, for this was 
the planning we had been discussing 
all year, but no one had ever mentioned 
dog owners. 

“From the Police Station.” 

This was fine, and I was getting to 
believe this young woman really had 
learned her lessons. 

“Very good; you surely did use your 
head.” I admitted. “Now, did you 
have any replies?” 

“Well,” the student ventured, “we 
sent out 1000 double postal cards and 
got very good results.” 

“About how many?” 

“0. 

I was speechless, as maybe you would 
have been, too. But finally I came out 
of it. 

“That’s better than I can do,” I freely 
admitted. “But tell me, how do you 
suppose you got such a tremendous 
response?” 

“It could be,” said my now promising 
student, “because we did not send the 
cards to the owners—but to the dogs!” 

Yes, I gave her a passing grade; she 
had learned how to plan, all right. And 
I found out, too, that in her neck of 
the woods the dog’s name was reg- 
istered on the license record. Some day 
I may want to say something to the 


Harrie A. Bett 


REPORTER'S NOTE: Yes, Harrie, it's a good 
stunt. Maybe your prize pupil had been 
reading back issues of The REPORTER. We've 
had several such stories. Milt Gair in Red- 
lands, California uses the idea frequen'ly. 


dogs, too. 


THE REPORTER OF DIRECT MAIL ADVERTISING 














Now anllidble...a power bath Gi 


ON THE SEYBOLD 40’ PAPER CUTTER 


Now you can get a small cutter with everything. 

The 40” Seybold paper cutter can be pur- 
chased with a motor-driven back gauge. 

It means big cutter production with smaller 
cutter economy. 

It means greater-than-ever output per 
working day. 

It means that the Seybold 40” is a full- 
fledged member of the famous Seybold Series 





SEE AND HEAR _ 
Z-ACTION AT WORK (Kap 
Without leaving your desk, you 





can see a quick movie,”A Clean 
Cut Proposition”. it explains Pa 
the facts behind Z-Action . .. 
what it is...how it works... 


why it cuts your costs. A oo 

Seybold representative will | 
show you this 15-minute film 

without obligation. Drop us 

a line today. Dept. $129. 





“Sixty” line... unapproached in worth-while 
operator and operating benefits. 

Like its bigger brothers, the Seybold 40” 
also has Z-Action, of course. Z-Action is the 
exclusive Seybold method of putting the knife 
through the pile. It assures you that your 
cutter will last longer, produce better and 
cost less to maintain. Ask us to prove these 
statements. We'd be glad to demonstrate. 









































‘DIRECT MAIL ADVERTISING 


PRODUCED AND SERVICED 
BY DONNELLEY WORKS 





BETTER-GETS BETTER 


RESULTS! uct dere’ shy... 


Years of experience in the preparation and servic- 
ing of Dealer-Help Direct Mail Advertising for 
many of the nation’s largest manufacturers, gives 
Donnelley that all important “know how,” so 
necessary in the planning of Dealer-Help Direct 
Mail Advertising Plans that produce results! 

With a Donnelley produced plan, you are sure 
of a systematic, well-planned program, tailored to 
fit your particular sales problem—the problem of 
your dealer organization. 

With a Donnelley produced plan, you are as- 
sured of the greatest value per advertising dollar 
spent. Donnelley experts follow your program 
from its creation to the final placing of your mail 
in the hands of prospects for your goods and 
services. Every step is carefully supervised! 

One of the most important functions of the 
Donnelley Plan is the final preparation of your 
advertising material for mailing. Too often this 
last, important step of actually placing your 
advertising in the mail, is left in the hands of the 
dealer—with the result that it is never done! And 
your advertising dollars go down the drain. With 
the complete Donnelley Plan, you don’t have to 





*MAIL SALES PLANS FOR LOCAL DEALERS, SPONSORED BY 
MAJOR SUPPLIERS. 


rely on your dealers to do any of the work neces- 
sary to get your advertising—his advertising—in 
the consumer’s hands. All the work is handled for 
you—planning the campaign, creating the mailing 
pieces, printing of the material, supplying the 
mailing lists, imprinting, addressing and mailing. 

For the complete story of how Donnelley can 
help you get better results from your Dealer-Help 
Direct Mail, call or write your nearest Donnelley 
office. 





Other Donnelley Services Include: 


*® Couponing-by-mail—an “Occupant List”’ of 
over 35 million addresses, 98.4% accurate! Plus 
complete addressing and mailing service. 


*® Contest Planning and Judging—supported 
by years of experience in handling the nation’s 
largest contests. 

© Mail-Away Premium Service—executed by 
an expert staff, geared to handle large volumes, 
quickly and efficiently. 

® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 
campaigns. 











THE REUBEN H. DONNELLEY CORPORATION 


350 E.22nd ST. 
CHICAGO 16, ILL. 


305 E. 45th ST. 
NEW YORK 17, N.Y. 


727 VENICE BLVD. 
LOS ANGELES 15, CALIF. 








